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KON-ITE LEATHER WATCH STRAPS 


Today's outstanding watch strap — Kon-ite 


SPLIT:PROOF 









Tubular No. 8-E with MOLDED LUG ENDS. 
The new lug ends are tough, for they 
are designed to do a job at the point of hardest wear on a watch 
strap. They resist scuffing, never wear out, and by eliminating all 
metal-to-leather contact they prevent corrosion at the lug pins. 
Other Kon-ite features: Split-Proof Tips (patented) that can't 
separate because they are made of one continuous piece of leather; 


Smooth-all-around Tubing, form-finished to perfect roundness; 





Molded Buckles and Keepers in colors to match the lug ends and 


the leather. And Kon-ite's usual high standard of workmanship. 








Kon-ite No. 8-E straps are furnished in an attractive display- 
container made of heavy box board with hinged lid of transparent 
acetate. This compact case occupies only 7 x |4 inches of counter 
space, and displays ten straps in a row, permitting easy selection. 
Each strap is contained in an individual transparent slide. The assort- 
ment consists of thirty (30) No. 8-E straps in eight popular colors 





and a range of lug-end sizes to fit any case. Price complete, $12.50. 


oo 





Kon-ite No. 8-E straps are also furnished on easel display cards, 











protected by individual cellophane slides, held securely in place que BEST/ 
on the card by specially designed wedge slots. Assorted colors x : 





and lug-end sizes. Price per card of six (6) straps, $2.50. 


MANUFACTURED BY 


A. SAUER & COMPANY 
439 RACE STREET ¢ CINCINNATI, OHIO 
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The cover—massive pieces 
of topaz in brightly polished 
gold settings are high fash- 
ion this fall, say style au- 
thorities. On the cover is 
Maria Montez, featured in 
Universal Pictures. 
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SPEAKING OF THE 


HAT old saying, “All’s fair in 

love and war” brings to mind 
two incongruous fields in which dia- 
monds and platinum are equally 
essential. 

Thousands of carats of diamonds, 
which in normal times would have 
been cut as gems and very likely 
gone into wedding rings or engage- 
ment rings, today are used industri- 
ally for diamond dies, diamond bits, 








diamond-impregnated wheels and 
other tools for the arms program of 
each major contestant in the war. 

Similarly, thousands of ounces of 
platinum, that might have found use 
in rings, brooches and bracelets, now 
become sinews of war in the electri- 
cal, instrument and chemical in- 
dustries. 

New evidence that diamonds and 
platinum are as vital to Mars as they 
traditionally have been to Venus 
came last month from Larry Le- 
seuer, CBS correspondent in Lon- 
don. Reporting an interchange of 
strategic materials between Britain 
and Russia, Leseuer said: 

“One of the commodities known 
to be sent by Russia to England is 
platinum in exchange for commercial 
diamonds from England.” 

Thus, Britain obtains refined plat- 
inum from Russia, which has about 
one-fifth of the world’s total produc- 
tion of platinum. (Canada produces 
about half.) One purpose in this 
part of the trade, it would seem, is 
to prevent Germany from obtaining 
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Russian platinum if she succeeds in 
her attempt to conquer Russia. 

In return, Russia obtains indus- 
trial diamonds from Britain, which 
controls the world’s supply. The fact 
that Russia must import diamonds 
casts doubt on the development of 
extensive diamond fields in the Urals, 
where Soviet geologists prospected 
several years ago and announced 
great discoveries. 


AYBE it’s because all the 

world loves a _ lover, and 
people are just naturally romantic 
minded; anyway, a big, white-glis- 
tening wedding cake is one of the 
best crowd-pullers a jeweler can find 
any time in the year. 

Thalhimer Bros. in Richmond, 
Va., designs a magnetic display by 
covering the floor of the show win- 
dow with a fine white linen table 
cloth, and placing a 30-inch wedding 
cake in the center, flanked by ster- 
ling candelabra. 

A complete buffet service is ar- 
ranged beside and in front of the 
wedding cake—cake knife, coffee 
urn, cream pitcher, sugar bowl, sugar 
tongs, after-dinner coffee spoons, 
salad forks, and chinaware. 

“It’s undoubtedly the novelty of 
the cake that pulls so many people 
to a window like this,’ says C. Bro- 
derson, of Thalhimer’s. “But once 
they look closely at the buffet set- 
ting, they realize the desirability of 
silver as wedding gifts, and we credit 
part of our nice business in wedding 
silver to these wedding cake window 
displays.” 

“After 10 days we remove the 
whole display to a table inside the 
store, where its attention-attraction 
is in no wise diminished.” 
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O N the thirteenth of each month 

for the last 13 years, the Duval 
Jewelry Co. of Florida has run a 
newspaper advertisement featuring 
13 items with the price ending in 13 
cents. They are called “13 lucky 
values.” 

Sale items are selected from stock 
on hand. For instance, articles priced 
in the neighborhood of $25 may be 
reduced to $19.13. The customer 
pays 13 cents down and spreads the 
balance over weekly payments of 50 
cents to a dollar. 

Although advertisements of the 
same nature are run in each of the 
11 cities where the Duval Jewelry 





@.-91'M NOT 
SUPERSTITIOUS !" 7 





Co. has a store, the same items are 
not necessarily advertised by each of 
the stores. Items are chosen from 
the individual store’s stock, and the 
sales appeal is geared to local dif- 
ferences. 
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URVEYS of Texas mineral re- 
gions by the University of 
Texas reveal a supply of semi- 
precious stones sufficient to support 
a thriving industry, G. A. Parkinson, 
engineer, reports from Austin. Clos- 
ing of much of the European source 
of supply of semi-precious and syn- 
thetic stones for America’s costume 
jewelry, class rings and other deco- 
rative purposes, brings Texas into 
light as a potential storehouse, Par- 
kinson pointed out. 
In Central Texas, he reported 
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finding an _ extensive 


moss agates, as well as fire opals, 


amethysts and garnets. Garnets are 
also found in Burnet County, and 
topaz in Mason and perhaps Burnet 
counties of Texas, Parkinson said. 
“Texas’ various mineral regions 
show traces at least, and frequently 
large quantities, of amethyst, garnet, 
beryl, carnelian, chalcedony, jasper, 
opal, topaz, turquoise, red agate, an 
opalescent quartz that looks like star 
sapphire, cairngorm, vesuvanite, epi- 
dote, and others,’ Dr. V. E. Barnes, 
geologist in the Bureau of Economic 


Geology, added. 
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66.) LEASE phone 2386.” Kas- 

tan’s, of Lynchburg, Va., 
sends penny postcards without any 
other message or return address to 
customers whose payments are over- 
due and who don’t respond to three 
collection letters. 

Kastan’s used to send form letters, 
numbered 1 to 10, which became 
severe after No. 7. However, people 
tended to ignore them, and the firm 
as a matter of policy used no col- 
lector. 

By sending call cards after the 


quantity of 


three letters, unpaid accounts do not 
reach the stage where strong letters 
have to be written. Nine times out 
of ten they call the number typed on 
the card just to see who sent it. Then 
the store has the customer on the 
telephone and can straighten out the 
payments. 

If the account happens to fall be- 
hind a second time in payments, 
Kastan’s sends another call card. 
The addressee probably will not call 
up, but will send in his payment. 

“The first time we sent out 400 
call cards,” said M. Kastan, “the 
telephone was busy for two days. 
More than two-thirds called up, in- 
cluding many accounts to which we 
had intended sending the strongest 
kind of collection letters. Since try- 
ing out call cards, we’ve been collect- 
ing by telephone.” 
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HE jeweler who wishes to build 
up his sales of plated flatware 
will find excellent results from reg- 
istering every purchase, according to 
John C. Carter, of Jackson, Miss. 
“We have found that the same 
merchandising practices which apply 
to sterling will pull an excellent re- 











“Do you take trade-ins?" 
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sponse in plate,’ Carter pointed out, 
“because customers in moderate cir- 
cumstances are equally likely to open 
up gift opportunities which mean 
extra sales of silver.” 

A card-file system lists alphabeti- 
cally the name of every purchaser, 
pattern chosen, and pertinent facts 
about the sale. This is kept up to 
date at all times. Then, when friends 
or relatives who wish to buy gifts 
for the person listed in the file enter 
the Carter store, it is simple to refer 
to the list for their pattern, and sug- 
gest accompanying pieces as a highly 
appreciated gift. 

Hollowware of various types, ex- 
tra flatware pieces, vases, shaker sets 
and beverage sets are typical silver 
pieces sold in this way. Particularly 
at Christmas has this plan been effec- 
tive, as news of the system has been 
so well circulated that many gift 
buyers depend on Carter’s registra- 
tion to furnish the key to well-appre- 
ciated silver gifts. 

As many as 600 cards have been 
on file—giving opportunities to add 
hundreds of extra sales to the Carter 
records. 
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R I. BROER of Broer Kapp 
e Co., in Toledo, Ohio, finds it 
effective to have baby goods near the 
telephone and cash register, where 
people are passing it daily and where 
they can buy not only lockets and 
spoons, but everything else in the 
nature of gifts for the baby. 

The baby merchandise is all con- 
centrated in one display case, three 
feet wide and five feet long, lined 
with peach-colored fabric which 
shows up the merchandise to good 
advantage as well as being appro- 
priately dainty. 
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IAMONDS were “taken for a 

ride” in a window display of 
Wilson’s, in Syracuse, N. Y. Mount- 
ed in the seats of a three-foot Ferris 
wheel, diamond rings flashed invit- 
ingly in the brilliance of concealed 
spotlights. Miniature figures of men 
and women, placed in front of the 
wheel, pointed their fingers towards 
the rings, each of which carried a 
small price card. 
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Sartor’s Lay-Away Plan 
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“Will call’ sales make 20 per cent of the volume of this 
old-established "cash" store, from Oct. | through Dec. 12. 


Boosts Higher-Value Holiday Sales 


HE size of the average gift sale was stepped up 

some 15 per cent last fall at the Sartor Jewelry Co., 
Lincoln, Neb., as a result of extensive promotion of a 
Christmas lay-away plan. 

One of the city’s oldest and best known non-credit 
jewelry houses, this firm has naturally been up against 
something of a problem in meeting credit competition on 
gift merchandise. Since the store has its own quality 
following, the difficulty didn’t lie in getting customers 
but rather in selling them larger gifts. This applied 
particularly with young people who only had a limited 
amount of money to spend. 

But the lay-away plan has completely solved that 
problem. By getting gift customers in early in the 
season, selling them more expensive gifts and giving 
them plenty of chance to pay for them under the lay- 
away set-up, the firm has been able to meet credit com- 
petition without making any change in its basic operat- 
ing system. 

Since the customer does not take the merchandise out 
until it is fully paid for, the store has no financing or 
collection problems. The business is handled on a 
straight cash basis, the only difference from the vear- 
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round arrangement being the fact that the customer pays 
the cash part at a time. 

Of course a small amount of extra bookkeeping labor 
is involved. But the extra Christmas business developed 
has made this expense well worthwhile. Last year nearly 
20 per cent of the Christmas business was done on the 
lay-away plan. Considering the fact that many of 
these sales were at least 15 or 20 per cent higher than 
they would have been without the lay-away plan, the 
small amount of extra labor involved in handling the 
service was negligible. 

In order to get the full benefit of the lay-away plan, 
the Lincoln ffrm launches its advertising on this feature 
on Oct. 1. From that time on until about Dec. 10, the 
company runs good-sized newspaper space featuring this 
idea—the ads ranging in size from 8 to 20 column 
inches. The newspaper advertising is supplemented by 
use of store signs such as the one shown in the picture. 

Experience showed that gifts can be sold to good ad- 
vantage under this plan right up until Dec. 10 or 12. 
Even as late in the season as that, a customer who wants 
a sizeable gift but hasn’t quite enough cash to pay for 

(Please turn to page 83) 
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Sports Tie-Up Sells Jewelry 


mane sports and games may seem a far cry 
irom the luxurious elegance of diamonds, fine 
watches and other types of quality jewelry but Kahn 
Jewelers of Columbus, Ohio, have found that an inter- 
est in sports pays in dollars and cents dividends. 

Here’s a sample. Last spring Kahns’ sponsored a 
team of junior bowlers—boys under 13 years of age—in 
the American Bowling Congress. It was the first time 
that a boys’ team had ever entered the event, and the 
human interest angles of a set of youngsters pitting 
their skill against 27,000 adult bowlers got hundreds of 
inches of newspaper publicity for many weeks before 
and during the tournament—both in local newspapers 
and in surrounding towns—plus many and frequent com- 
ments by radio sportscasters. And Kahn Jewelers cashed 
in on all of it. 

The Kahn brothers—Bill, Ben and Ray—have encour- 
aged the junior bowling league in Columbus (the first in 
the country) and last spring sponsored a tournament 
among these juvenile bowlers. Signs in all the local 
bowling alleys invited fathers to enter their sons. Score 
cards for the 20-week period were printed. The winning 
team was promised the trip to the A.B.C. tournament as 
their reward. 

Almost 500 juniors entered the tournament and the 
winning team was selected from the 150 who went 
through the entire series. The boys were chosen by a 
committee composed of Ohio’s Lieutenant Governor Paul 
M. Herbert, Miss Claribell Derringer, school principal, 





Kahns' radio programs interest more than the sports 
audience. Here Ben Kahn, Connie Desmond, Bill and 
Ray Kahn transcribe a "Story from the Jewel Box." 
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and Miss Dorothy C. Morris, teacher, with the decision 
based on several points: 40 per cent for bowling aver- 
ages, 40 per cent for school grades, 10 per cent appear- 
ance and 10 per cent for conduct. Winners made the 
tournament trip with especially designed uniforms and 
all expenses paid by Kahns’. 

The uniforms cost the store $60, and approximately 
$300 more covered food and lodging and railroad fares 
to the tournament, with a day’s stop-over in Chicago to 
see the sights. Entry fees and the wrist watches given 
as prizes to the second team ran the total to $450, in 
return for which Kahn’s got literally thousands of dol- 
lars’ worth of publicity. 

But this junior bowling team is only one evidence of 
the store’s interest in sports. Five men’s bowling teams 
and two basketball teams in the local leagues were spon- 
sored last winter. And in their season, softball and foot- 
ball teams also come in for their share of attention. 

In sponsoring a men’s bowling team, Kahns’ supply 
shirts embroidered with the store name for each member 
of the team ($12.50), the entrance fee for the league 
(about $15) and the fee for the city tournament (about 
$10). The average cost for each team runs between $35 
and $40, depending upon the varying cost of the entrance 
fees. 

In sponsoring a softball team, Kahns’ supply uni- 
forms which may range from $3.50 to $10 each, balls 
for each game totaling about $15 for the season and 
league fees of $10. A similar arrangement is made for 
each type of sports sponsored, 

Over the period of a year, Kahn Jewelers estimate 
that $1,000 is spent in sponsoring these various active 
teams. Except for signs and score cards which they 
supply, no money is spent on printed advertising. The 
Kahn teams gain free publicity on the sports pages of 
the newspapers and by word-of-mouth. 

At the conclusion of the baseball season, a banquet 
is given for the players and their wives. Here trophies 
and medals are awarded to Kahn Jeweler champions. 

During the eight years the Kahn brothers have been 
in business in Columbus, the major portion of their ad- 
vertising appropriation has been spent in this manner 
and each year has seen a volume increase of from 20 
to 25 per cent. 

In September, 1940, the Kahn store made its first 
appearance on the radio. As you might expect, a 15- 
minute sports program conducted by Connie Desmond, 
well-known local sportscaster, was chosen. It is aired 
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Ohio's lieutenant governor and Columbus school au- 
thorities picked these champs from 500 junior bowlers 
in Columbus, and Kahns' sponsored their trip to the 
American Bowling Congress, seen in action at the left. 
The $450 spent bought many times that publicity. 






































Below—Display cards posted by the radio station in 
bowling alleys and barber shops call men's attention 
to the bowling scores on Kahas' nightly Sports Parade. 


Press Association 


at 6:45 p.m. six nights a week over radio station WCOL, 
Columbus. 

On this program, Kahns’ take advantage of the en- 
thusiastic bowling interest in Columbus and offer the 
first and only radio sportscast to feature local bowling 
news. 

Connie Desmond gives the three 1-minute commercials 
on each program as well as the sports news. These an- 
nouncements are fairly general in character, featuring a 
major line of merchandise such as diamonds, watches, 
pearls, birthstone rings, etc. Since these programs are 
listened to chiefly by men, the “commercials” do not em- 
phasize the glamor angles used in most jewelry adver- 
tising but instead, appeal to pride of ownership, senti- 
ment and appreciation of quality. 

“You can own one of these famous make watches for 
as little as $24.75” is the usual method of quoting price 
although a one-price group is featured at times. The con- 
venient budget plan is mentioned in each commercial 
announcement. 

“We are not so much interested in selling a particular 
watch or a specially priced ring as we are in selling 





Bill Kahn says. “Our aim is to build up confidence in 
ourselves and in our merchandise. We believe it pays 
in the long run.” 

Several weeks ago, a new feature was added to the 
radio sportscasts. It was designed to add prestige and 
create more confidence in Kahns’ as jewel experts. It is 











Kahn Jewelers as the place to buy all types of jewelry,” 
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Left—Irene Rich, NBC radio 
star, wears a heavy bow-knot 
brooch in three shades of 
gold, set with a 125-carat 
topaz surrounded with rubies 
and multicolored sapphires, 
at the shoulder of her eve- 
ning gown. The bracelet and 
ring match the brooch. Be- 
low—Miss Rich demonstrates 
the stunning effect of huge 
topaz jewelry against dark 
fur. A large emerald-cut 
topaz forms the center of 
both clip and bracelet, which 
combine pink and yellow 
gold with pink cabochon 


rubies. All the topaz in these 
pictures is from Carl D. Lind- 
strom, Los Angeles. Mr. 
Lindstrom specializes in col- 
ored stones and has orici- 
nated many striking pieces. 


NBO photos by Bachrach 

















OPAZ—not the dainty little pieces that your great- 

aunt Martha wore-—but great barbaric chunks of it, 
set in massive yellow, rose or multicolor gold, is fashion’s 
newest decree. Topaz for the evening gown! Topaz for 
the afternoon dress! Topaz for street wear! 

The vogue, which originated in Southern California, 
a quarter that is now rapidly taking the place formerly 
held by Paris as a style originator, has already begun to 
sweep the country. 

Hollywood really started it. Here, in this colony of 
well-groomed, fashion-conscious people, with money to 
spend—the same center that began the vogue for colored 
stones a dozen years ago—the women whose lead is fol- 
lowed in matters of fashion are buying topaz pieces and 
wearing them with all types of costumes. 

Easterners vacationing in Southern California have 
been quick to follow suit, and to spread the mode. 

There are two sound reasons for this swing to topaz: 

First, yellow is the high fashion accent color for fall 
and winter. Second, tailored suits are the correct thing 
for fall and winter street wear, and these outfits need a 
smart and impressive piece of jewelry to relieve their 
somewhat severely masculine air and give them a touch 
of femininity. Topaz fills the bill on both counts. 

Also it has the advantage of fairly reasonable price, 
thus bringing large impressive pieces within the reach 
of many more women than could afford items of com- 
parable size in the more valuable stones. Sales possi- 
bilities, of course, can be still further widened by the use 
of citrine (“topaz quartz” or yellow quartz) instead of 
precious topaz. The semi-precious honey-colored stone 
has much the same effect. 


Maria Montez, featured in Universal pictures, shows 
how these topaz pieces of barbaric size, with their rich 
golden hue, give life and color to a severely dark after- 
noon gown. Ail are mounted in polished yellow gold. 
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Frances Scully, NBC's Hollywood fashion commenta- 
tor, whose program, "Speaking of Glamor", is heard 
each week on the Red Network, glamorizes her own 
tailored costume with an ensemble of topaz. The cen- 
tral stone of the bowknot clip is a golden topaz of 
125 carats, accented with a drape of 44 small rubies, 
and set in highly polished yellow gold. The ear- 
rings match; the ring is a 50-carat emerald-cut topaz. 


Size is an important element in the new fashion. Many 
of the rings have stones of from 30 to 100 carats; brace- 
lets from 75 carats up to as large as they can be ob- 
tained; and clips run from 50 to 150 carats with the 
larger sizes gaining in popularity as the season advances. 

Rings are usually a large single emerald-cut stone, 
but most of the clips and bracelets are decorated with 
other, and of course smaller, gems. Rubies, both cabochon 
and faceted, are especially popular for this purpose. 
The lighter pink shades which are less expensive are 
most frequently used not only because of the lower cost, 
but also because they blend more pleasingly with the 
yellow of the topaz than do those of the more valuable 
pigeon blood hue. 

Settings are invariably gold—sometimes yellow, some- 
times pink, sometimes in combinations of two or more 
colors. Always, however, massive and highly polished. 

The accompanying photographs show the types of 
pieces most in favor, and their effect when worn with 
costumes of various kinds. Note in all of them the size 
of both the central stone and the entire piece. 

Show topaz this fall—and show it big—to your fash- 
ion-minded, well-to-do customers. 
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- It takes more than a 

d erystal ball or a dummy 
head wearing glasses to 
make ’em remember 








your optical windows. 
Here are some stand-out 
displays to dramatize 


SS this department. 
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Stop. Look—and See! 


OST jewelers realize the importance of good 

window displays, for it has been proved that 
attractive windows sell merchandise. Therefore, I’m 
going to assume that all who read this have benefited 
by experience; have attractive, eye-catching displays; 
are selling jewelry merchandise as fast as they can 
stock their cases. If this is true in your case, if you are 
confident that you are getting everything out of your 
window displays of jewelry, stop a minute and answer 
this question. 

Is jewelry merchandise all that you sell in your store? 
It certainly is not! You have other lines which are 
allied with the jewelry business, and which make you a 
good profit as well as introduce the public to your store. 
These lines, such as your optical, radio, and watch and 
jewelry repair departments are very important to your 
success. Your optical department, and the “selling” of 
this service, is the theme of my article. 

Although the optical department of your store may 
not be as necessary to the success of your store as dia- 
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monds, watches and silver, I still concern myself chiefly 
with it for two reasons. First, it brings customers into 
your store, and second, it pays a good profit. Both of 
these reasons justify a little effort on your part to in- 
crease this business. What effort are you putting forth? 
What results are you getting? 

How many times have you changed the display in the 
jewelry section of your window, made it gleam and glow, 
put in something interesting, and then taken out your 
optical display, dusted it off, and put it back? Oh, per- 
haps you re-arranged the glasses, or put in new velvet, 
but what did you do to make the man on the street look 
at your display? It’s the same display he’s seen in your 
window for months, and the same display he’s seen re- 
produced in every other jewelry store in town. You 
and every one else have probably used either a pair of 
lighted glasses, or a head wearing glasses and a “tooth- 
paste” smile, or a crystal ball as the theme of your 
optical display for as many years as you've been in 
business. Well, stop it! Put those hoary symbols of 
your trade in the back for a while. They are “passé.” 

“Wait,” vou say, “those are like badges of my trade. 
Why, they are to me what a barber pole is to a barber.” 
You're right. And I didn’t say get rid of them, I say, 
put them in the back for awhile, but put something 
“eye-catching” up front for a bit, and see what happens. 

Make people stop, look, and then see your optical 
display. Make them think of you first when they want 
their eyes examined, or when they want an optical re- 
pair, or, above all, make them wonder if they need 
glasses. With as many jewelers as there are in one city, 
or in fact as there are in one city block, besides the 
private practitioners of optometry, you must keep on 
your toes, and get those customers. 

And now, what to do about it? 

Virst of all, take your all-important medium, your 
window. Let’s concentrate on catching the customer in 


The story tells how to construct these effective displays based 
on a "bright" Christmas, "danger" signals, and a blindfold. 





FOR SEPTEMBER, 1941 


the streets, making him look, and making him remember. 

In my first illustration you will see how your optical 
displays can be tied in with seasonal displays, in this 
instance, Christmas. For your Christmas display idea 
you may use the fireplace theme that our store used this 
past season with much success. First of all, cover your 
blocks or platform (or even a packing box to raise the 
display to eye level will do) with either red or green 
velvet or satin. Then on your raised “stage” place a 
miniature fireplace, which you can purchase complete 
from your local five and dime store. At the same time 
you can purchase tiny candlesticks and candles and a 
miniature hearth set. Place these properties in their 
proper positions with respect to the fireplace and then 
from plain black paper cut out two tiny stockings which 
can be attached to the mantel with a spot of glue. You 
now have a definitely “Christmassy” setting. 

Your pairs of finished glasses, frames, nose pieces, 
attachments, and so forth can now be arranged around 
the entire display, and your copy, on a white card with 
appropriate Christmas decoration will read—“We Don’t 
Promise You That a Pair of Our Glasses Will Enable 
You to See Santa Claus, But, we do promise that with 
a pair of our glasses, prescribed for you by our regis- 
tered optometrist, vou will be able to appreciate more 
the beauty that is yours at Christmas. Make this your 
brightest Christmas ever.” 

Then, of course, you may add what other copy you 
personally want, such as doctor’s hours, price, terms, 
etc. With a little thought you can tie in any holiday or 
special event with your optical display. Try to think 
of something that will amuse, entertain, or make cus- 
tomers think. For instance; how about a stuffed turkey 
wearing a pair of glasses for a Thanksgiving display? 
(The bird can be borrowed from either a taxidermist or 
one of your local sport stores, and, if a turkey is impos- 

(Please turn to page 79) 
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Fluorescent chandeliers and concealed incandescent 
lights illuminate Greenleaf & Crosby's Palm Beach shop 


Store Designers Use 
Substitutes for 
“Priority” Metals 


by JOHN REYNOLDS 


Should window backs be 18 inches high? Yes, says Mahan's, 
Colorado Springs (left center). No, they should extend to 
the window top, says Meyer's, Grand Island, Neb. (left). 











EWELERS who sign contracts for store remodel- 

ing, during the next few weeks, may be able to 
specify metal cornices, pilasters, sashes and signs, so 
long as contractors and building supply dealers have 
fabricated steel, aluminum, bronze and other metals in 
stock. With OPM cracking down on the non-essential 
use of defense metals, store builders these days are turn- 
ing to plastics and hard-enameled wood as substitutes 
for metals heretofore extensively used in store fronts. 

Overall expenses of remodeling are up 10 to 25 per 
cent from a year ago, due chiefly to the higher cost of 
labor along the whole line, and builders who a year ago 
would have completed a job in six weeks today require 
two to three weeks’ more time. 

But, in spite of increased cost and time, the scaffold- 
ing in front of many a jewelry store shows that the in- 
dustry’s modernization program is proceeding at the 
same fast pace of recent years. The industry’s average 
increase in sales—30 to 40 per cent over last summer— 
is one go-ahead reason; for another thing funds invested 
in a new store front, lighting or equipment can be de- 
ducted from next year’s taxes. 

The pictures on these pages represent a cross-section 
of recent jewelry store remodelings. Jewelers who con- 
template modernization this fall may study them for 
ideas to use, or perhaps to avoid. 

Though widely separated in point of geographical lo- 
cation, in point of credit policy, and in point of size, 
these jewelry store modernizations have several common 
denominators. 

(1) Fluorescent lighting is pretty generally used for 
interior illumination, supplemented by concealed re- 
flector incandescent units of 200 to 300 watt capacity, 
spaced seven feet apart over the show cases. This com- 
bines a soft, daylight glow throughout the store with 
punch and sparkle where it is needed, inside and over 
the display cases. 

(2) Display fixtures and panels are usually of some 
light, cheerful wood. Wall cases are recessed, so that 
they no longer project discordantly into the selling 
area. Stores catering to an elite clientele use table-type 
display cases, with comfortable chairs for both customer 
and salesperson. 

(3) Window displays are easier to see. The floor of 
the window is usually 40 inches above the sidewalk, in- 
stead of 30. Concealed incandescent units of 200 to 
300 watts are used, supplemented by concealed spotlights 
for extra punch. 

The photograph of the interior of Greenleaf & Cros- 
by’s new store in Palm Beach, Fla., illustrates several 
of these points. Illumination comes from three distinctly 
modern chandeliers, each of which has four vertical 
columns of fluorescent tubing, and from concealed in- 
candescent reflectors over the show cases. Note also the 
upholstered chairs in the foreground, the two-tone car- 
peting, the table-type displays at the rear and the elim- 
(Please turn to page 78) 













































A 10-foot clock with sweep 
second hand dominates the 
two-story facade of Har- 
win's Credit Jewelers, In- 
glewood, Cal. Exposed 
combination fluorescent-in- 
candescent units light the 
interior of the shop (above). 


A display case between the pillars and an “island” around 
them solved the pillar problem for Cunningham's, Miami. 
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One out of every three people who enter 
Basch’s store brings an out-of-order watch. 


Here’s Basch’s formula for making— 


Friends from Wateh Repairs 


REPAIR department that brings from 15,000 to 
20,000 persons across the threshold of the store 
in a year’s time is the record of Basch Jewelers, Grand 
Rapids, Mich. And this record was obtained without 
benefit of fancy advertising—just the usual run of news- 
paper notices, seasonal letters and window displays- 
the type of thing every jeweler uses, but with the all- 
important addition of word of mouth advertising and 
recommendations from old customers to their friends— 
all as a result of the good-will created by their dealings 
with the store. 

“But,” you may say, “we want to sell new watches. 
not repair old ones.” You can do just that with your 
repair department, because here you can make or lose 
friends for your store. 

“One third of the customers who enter our store 
come in for a watch repair job,” said A. Nieboer, the 
manager. ““Do we give them less service or less courtesy 
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by JANET LOGIE 


than the man who wants a new watch? We do not. To 
us they are equally important. They are our future cus- 
tomers for new merchandise. 

“Our average watch repair job runs about $3.50. 
Sometimes after the watchmaker starts working, he finds 
more extensive work than he expected, which would 
make the bill run higher than the original estimate. In 
all such cases we write or phone the customer, ask him 
to stop in, and get his O.K. before going ahead. Dis- 
satisfaction is thus eliminated when the time comes for 
paying the bill. We always go half way if there is any 
question of price in such situations, and sometimes we 
go more than half way. 

“The main thing is to leave the customer feeling sat- 
isfied with the treatment he has received, because that 
very customer may soon be in the market for an expen- 
sive watch for his wife’s birthday or Christmas. More- 
over, if you have won a satisfied customer, even in your 
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repair department and only to the tune of $3.50, you 
can be sure that that person is going to. give you some 
good free advertising. He'll tell his friends about your 
service and friendliness and courtesy, and at least some 
of them will drop in when they’re in the market and give 
you the chance to show them your merchandise.” 

: Among the good-will building methods used by Basch 
are such things as doing many small jobs without charge, 
or giving a free replacement of a badly worn strap when 
the watch repair job is a major one, running into several 
dollars. Letters are often sent out to customers on the 
regular mailing list, suggesting that they have their 
other jewelry cl saned free of charge while they are 
waiting for watch repairs or when they drop in to leave 
their watch for repair work. 

Many intricate watches purchased in the store may 
require frequent adjusting. Basch does this without cost 
unless the watch has been actually damaged. Even then, 
the company gives the customer the benefit of the doubt 
if a question arises. A few persons may stretch the 
truth, but Basch has found that the average customer 
is sincere. The store never wants a dissatisfied customer 
and it never loses sight of the fact that the repair de- 
partment can make or lose friends for selling new mer- 
chandise. 

Of course, your contact with the customer is only part 
of the picture. The actual work of your repair depart- 
ment also must be of the best. Basch’s department is 
headed by Stanley Gaver, president of the Michigan 
Watchmakers Association and a member of the United 
Horological Association, and all of the three other watch- 
makers employed are thoroughly competent men. Evi- 
dence of the quality of their work is the fact that for 
14 years the store has serviced watches for the Pere 
Marquette and Grand Trunk railroads, and that hun- 
dreds of railroad men come in to have their watches 
inspected and repaired. 

Basch’s is the only jewelry store in downtown Grand 


Rapids that does railroad work, and was the first store 
in the city to have an electric watch rate recorder. Only 
genuine materials are ever used. 

The counter where watch repair customers are waited 
on is in the rear of the store. Thus all the merchandise 
on display has a chance to register with everyone who 
comes in for a watch repair, and the impressions thus 
made often lead to sales of various items either then 
or later. 

The actual repair work is done in the basement. An 
intercommunicating system is used to give orders and 
for conversation between the head of the department 
at the customers’ counter and his workers in the shop. 

An .outgrowth of the repair department which is 
rather unusual but which has proved decidedly profit- 
able both in itself and as a “feeder” for other sales is 
the used watch department. 

Like most credit jewelers, Basch periodically stages 
a trade-in-your-old-watch promotion and used to dispose 
of the old watches on what was practically a junk basis, 
selling them in bulk to dealers in used watches for prices 
of a dollar or so per watch. 

Then one day the management had an idea. Many 
of the used watches, they found, were good makes and 
in such condition that a little work on them would make 
them into serviceable timepieces with a value of several 
dollars each. Why not pick out the better ones, have the 
repair department fix them up, and see what could be 
done with them? 

They decided to try it. An assortment of trade-ins of 
the better makes and grades was selected, care being 
taken to choose only those in reasonably good condition, 
so that the cost of overhauling them would not absorb too 
great a proportion of the expected selling price. The 
average cost of putting them in good order was around 
$3.50 per watch for materials and labor, in addition to 
which about one-third of them were re-cased at.a cost 


(Please turn to page 83) 


Basch's repair department is “below scenes" in the basement. A communication system 
links the workshop to the repair counter directly above, at the rear of Basch's selling floor. 
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That Reader’s Digest Article 


FEW days ago we received from the publishers of 

The Reader’s Digest an advance copy of their 
September 1941 issue, with a letter directing our atten- 
tion to one of the articles in it, and inviting our comment 
upon it. 

In substance, the article stated that two of the maga- 
zine’s investigators had just completed a tour of the 48 
states, in the course of which they had tested the honesty 
and reliability of watch repair men by submitting to 462 
of them in various parts of the country a watch which 
they state was in perfect order, except that just before 
entering each store, the investigator had intentionally 
loosened the screw holding the crown wheel. 

In 236 cases, or 51 per cent, says the report, the 
watchmaker promptly discovered and corrected the 
trouble, and 228 of them made no charge, the other 
eight asking only a nominal fee. 

The remaining 226, or 49 per cent, the story con- 
tinues, “lied, overcharged, gave phony diagnoses, or 
suggested expensive and unnecessary repairs.” 

The conclusion is drawn that many watchmakers are 
dishonest, and the article is titled, “The Watch Repair 
Man Will Gyp You If You Don’t Watch Out.” 

If the editors of The Reader’s Digest expected us to 
rush to the defense of the entire watch repairing craft 
with a claim that practically every watchmaker is a 
high-grade reputable craftsman whose integrity and abil- 
ity are above reproach, in the way that radio and auto- 
motive papers took up the cudgels when The Reader’s 
Digest published similar reports covering those fields, 
they are going to be greatly surprised. We heartily sub- 
scribe to the general conclusion set forth, and only regret 
that the article didn’t give a little more information as 
to the details of conducting the investigation, and a little 
better advice on how to detect and avoid the gyp. 

No one who has the least acquaintance with the watch 
repair field will deny that it is infested with a substan- 
tial number of repair men who are either dishonest or 
incompetent, or both. 

How many, or what percentage of the total, we don’t 
know. The Reader’s Digest says it was 49 per cent of 
the shops they investigated, but fails to state on what 
basis they made the selections for the test. Before 
accepting that figure, we would want to know what pro- 
portion of the total was made up of supposedly reputable 
stores, how many were the kind of places that advertise 
“Any watch repaired for $1,” how many of the shops 
were in big cities, and in what parts of those cities—in 
short, whether the establishments investigated were a 
truly representative cross section of the trade. 

It would be very easy to select a sample of 462 places 
that would assay practically 100 per cent gyps, or an- 
other sample that would be 99 44/100 per cent pure. 

An accurate “Gallup poll” type of sampling might 
show that the crooks and the incompetents were 49 per 
cent, or 19 per cent, or 69 per cent of the total. We 
don’t know. Unquestionably there are a good many— 
far too many. And no one is more concerned about, or 
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more anxious to clean up the craft than the reputable 
watchmakers, themselves. 

As a matter of fact, the reputable and capable watch- 
makers were the first to uncover and call attention to 
the mal-practices of a certain element in the trade, and 
to try to correct the situation. That they have not had 
greater success is no fault of theirs. The betterments 
that have been brought about—and there have been bet- 
terments—have been made in the face of indifference 
if not downright opposition on the part of the very pub- 
lic that they were trying to protect. 

In state after state, watchmakers’ associations have 
striven for legislation that would require examination 
and licensing, and in state after state, with the excep- 
tions of Wisconsin, Indiana and Oregon, have the pub- 
lic’s legislators turned a deaf or a hostile ear. 

No one is more keenly aware of, or more eager to im- 
prove, the deplorable conditions in the watch repair 
business than the watchmakers themselves. If The 
Reader’s Digest wants a real story, let them talk to a 
few reputable craftsmen, and find out not only about 
the minor gyping of charging two or three dollars for 
a 25 cent job, but about the expensive timepieces ruined 
by “blacksmith” repairs. 

Let them find out about the educational programs, the 
examinations, and the certificates of competence by the 
HIA and the UHAA. Let them find out about the fight, 
successful in only a few states, which reputable watch- 
makers and jewelers have waged to compel the truthful 
marking of used watches offered for sale to the public. 

And above all, let them educate their public to the 
fact tliat when the ethical watchmakers of a state strive 
for legislation to clean up the evils of which The Read- 
er’s Digest complains, they are not just trying to put 
over a fast one for their own profit, but are actuated by 
a sincere desire to elevate the standards of their craft 
and to protect the interests of their customers. 

Let them realize, too, that the mere enactment of a 
law does not clean up a situation overnight. The authors 
of the article make quite a to-do over the point that in 
Wisconsin, where licensing is in effect, several repair 
men misrepresented the amount of repairs required. The 
Reader’s Digest conveniently overlooks the fact that 
the law automatically licensed all watchmakers who were 
already practising in the state, and that it’s going to 
take more than the couple of years the law has been 
in effect to weed out the dishonest and incompetent by 
the slow process of death and removals. 

But progress, even though it seems slow at times, is 
being made, and the public can thank the watchmakers 
themselves for having accomplished what they have done, 
with no support or interest from the public they are 
trying to help. 

If The Reader’s Digest article helps, as we hope it 
will, to awaken the public to the need for regulation, 
and enlists public support of the drive for examination 
and licensing, the fraternity of honorable watchmakers 
will owe them a sincere vote of thanks. 
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Longines-Wittnauer is the one fine line 
no fine jeweler can afford to be without 


LONGINES-WITTNAUER WATCH CO., INC. 580 FIFTH AVENUE, NEWYORK 


FOR SEPTEMBER, 1941 


OVER 75 YEARS OF SERVICE 


Waitthes 


EVERY WEEK come enthusiastic, unsolicited let- 
ters from jewelers about the new Wittnauer Watch 
line. One reads: “Just received the Wittnauer 
Watches of August 4th shipment. We are most 
delighted with the styling and boxing. The finish 
and quality of construction of the movements is all 
that we could desire.” Another wrote, “The uni- 
formity in running qualities, finish and workman- 
ship of the new Wittnauer Watches could only 
come from a factory that knows its business.” 
Wittnauer Watches, now in their 75th year of ser- 
vice, are rapidly acquiring recognition as out- 
standing for value in the medium price field. Fac- 
tory made, Wittnauer Watches have the further 
advantage of Longines-Wittnauer sponsorship. 
Jewelers are saying... “Watch Wittnauer!” 


THE WORLD’S MOST s HONORED WATCH 


Winner of 10 world’s fair 
grand prizes, 28 gold medals 
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U. &. Gem Production 


Worth About $500.000 


HILE America is no treasure-house of gems, like 

Ceylon, Burma or the Ural mountain part of 
Russia, this nation last year produced between $340,000 
and $750,000 worth of precious and semi-precious stones, 
Sydney H. Ball declares in the new edition of the Min- 
erals Yearbook, published by the Bureau of Mines. 

Since most American gems are produced by individ- 
uals and partnerships, and there are no official returns, 
it is impossible to supply exact figures. The first esti- 
mate is considered about what was used in jewelry, and 
the second and larger estimate includes gemstones and 
mineral specimens sold to collectors and tourists. 

From a 1909 output of $534,280, the domestic indus- 
try had dwindled to only $3,000 in 1934. The recovery 
since 1934 comes from (1) the growth of lapidary work 
as a hobby, particularly in Oregon and Washington, 
where H. C. Dake estimates that professional and ama- 
teur lapidaries last year collected and cut quartz min- 
erals worth over $500,000 and (2) the fact that the war 
has shut off, at least in part, the country’s normal sources 
of colored gems, whose place has been taken to some 
extent by gems of American origin. 

Mr. Ball also quotes Mr. Dake as authority that lapi- 
daries of Idaho collected and cut stones worth $47,000 
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HOW SAPPHIRE IS RECOVERED 
IN TWO MONTANA MINES 


Left — Hydraulic pressure 
washes gravel into sluice 
boxes, where riffles recover 
the sapphire. This is part 
of the 1000-acre American 
Gem Mines property. 


Below — Perry - Schroeder 

Mining Co. recovers sap- 

phire in connection with 

dredging gold-bearing 

gravel from Haused Lake, 
near Helena. 


in 1940, and Miss M. Barrie Berryman that 50 amateur 
and professional cutters in Utah produced $25,000 worth 
of rough and cut gems and mineral specimens the same 
year. 

Quartz stones comprise some 87 per cent of all Amer- 
ican gems used in jewelry. Turquoise, next in value, 
came principally from Nevada and Colorado. The Fox 
mine near Cortez, Nev., produced 7928 pounds of rough 
turquoise, of which the more desirable material was sold 
for $11,405 and accounted for more than half the total 
value of turquoise produced in the United States in 1940. 
Other turquoise came from the Tonopah district at 
Austin, Nev., the San Luis valley near Villagrove, Colo., 
and various areas in New Mexico. 

Montana sapphire mining may well become an impor- 
tant cog in our national defense program, since jewels 
are necessary for many precision instruments used in 
military operations and in armament production, and 
since difficulties have already arisen in obtaining syn- 
thetic sapphire and ruby jewels from Switzerland. 

Mr. Ball estimates 1940 Montana production at 12,350 
troy ounces of sapphires (1029 pounds) worth $17,000, 
few of them suitable for jewelry and nearly all cut into 

(Please turn to page 73) 
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SPRINGY AS STEEL > SOFT AS SILK 





29 YEARS’ EXPERIENCE 
BACK OF THESE NEW 


H 


EXPANSION BANDS 


They’re what you’d expect from 
Hadley! For Hadley craftsmen 
have built the softest, springiest, 
most comfortable expansion 
you’ve seen, into a band so thin 
it hugs the wrist. Equipped with 
exclusive Hadley adjustable End 
Hooks, of course — which means 
only one end-size to stock, from 
\%,” to 34” lug sizes. Non-corro- 
sive backs, too — and tooled and 
finished in the Hadley manner. 
Available in popular lengths 
through your Authorized Hadley 
Distributor. The Hadley Com- 
pany, Providence. . . New York 


... Chicago ... Los Angeles. 
WATCH 
HERITAGE ; 
JocrecereeeeSSezcerecetceeee ATTACHMENTS BY 


MANHATTAN 


10 KARAT GOLD! Prompted by many requests, we 
offer these two 10 K. Gold Watch Attachments — espe- 
cially in demand at the holiday season. Order now 
from your Hadley distributor. 
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From the time the kids start back to school until the holi- 

days there are splendid opportunities for jewelers in 

communities of small and medium size to engage in 

peppy programs that will keep the cash registers hum- 
ming. Here are some suggestions: 





Safety Contest. This is always a good promotion on the eve of the reopen- 
ing of school. One mid-western jeweler gives an engraved bronze pin and a 
cash award each week to the boy or girl performing some unusual act of courtesy 
or in the interest of safety during the week. The local police cooperate. 


Free Auction Sale. To attract rural ‘trade, Fond du Lac, Wis., mer- 
chants, including jewelers Wenzlaff-Rodat, Irving W. Krail, John H. Dais and 
Myron G. Gysbers, promote a free auction sale. Farmers are invited to submit 
whatever they wish to sell at an auction conducted by a well-known local auc- 
tioneer, at no cost to them. : 





Black Star photo 


2 


we 


Most Valuable Player. Harrod’s jewelry store in Merrill, Wis., adver- 
tises its name by offering a merchandise gift to the local high school’s mest 
valued football player. Selection is made at season’s end by the team, coach 


and athletic director. 


Hallewe’en Soap Art. One store turns a Hallowe’en nuisance into fa- 
vorable publicity by awarding $25 in cash prizes for grammar school children’s 
best soap sketches on the show windows, judged by a committee of local adult 
artists. Each entrant is allotted 18 by 24 inches of space day before the contest. 





Kiddie Parade. Orwant Jewelers in Wausau, Wis., help sponsor the 
town’s fall window opening promotion, a kiddie parade, which usually attracts 
500 youngsters and thousands of spectators. All children marching are given 
candy bars; $75 in prizes reward the best doll buggy, soap box racer, toy vehicle, 


dress-up and pet. 


Fall Festival and Fair. Fargo’s jewelry store offers prizes for the 
best early Ohio potatoes brought to the store, and Diedrich’s jewelry store 
gives awards for the best jellies submitted, during a three-day event in Ripon, 
Wis., which includes a parade, public dances and prizes for outstanding farm 


produce. 
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WE PLEDGE ALLEGIANCE... 


WE PLEDGE ALLEGIANCE TO OUR GOVERNMENT. For better, for worse—for richer, 
for poorer. * We pledge cooperation with its defense measures. No matter what 


the sacrifice. 


WE PLEDGE ALLEGIANCE TO OUR CUSTOMERS. While priorities will not permit us 
to fully meet the flood of demand, we are doing what is humanly possible. * We are 
keeping our organization intact. First, because it is the right thing to do. Second, 
because OPM may increase our allowance of materials. * Day and night our re- 
search department is studying alternates for our regular materials “just in case.” 
* We are distributing our output on a plan which will insure fairness for all. So as 
to help you with your holiday stock we have already explained the plan to your 
distributor. * RONSON advertising carries on. Because it is our duty to help you 
move the RONSONs you have bought. Because it is insurance for you and our- 
selves against the time when business returns to normal,—insurance for the trade- 


name and good-will of the greatest lighter the world has ever known. 


WE PLEDGE ALLEGIANCE TO THE PUBLIC. The manufacturer who doesn’t keep 
the public acquainted with his product despite hell and high water, hasn’t much 
confidence in his product, the American people, or their ability to outride any 
storm. As Jim Sales says, “If you haven’t goods to sell ’em, at least tell ’em.” 


We shall keep telling them. We believe that every TRADE MARK REGISTERED 


loyal, intelligent American retailer will do the same. RO NSO N 
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daourite. Also spelled daurite, a name 
for red tourmaline. See RUBELITE. 

dark yellow. A diamond color-grade, 
paler than canary. 

dart. Horol. A pointed piece of metal 
on the fork of a lever escapement, 
which contacts the roller edge 
when the safety action functions. 

date letter. Letters of the alphabet in 
the English hall mark which indi- 
cate the date of manufacture of an 
article. The use of the date mark 
became regular in 1597. 

datolite (datt’o-lite). A colorless to 
pale green mineral, a hydrous cal- 
cium boron silicate, which is rarely 
cut as a gem for collectors. An 
opaque variety found in Michigan 
is white, cream-colored, or pink, 
and has been cabochon-cut by many 
amateur lapidists. 

Dauphiné diamond (doe’feen-ay). Rock 
crystal from the French Alps. 
davidsonite. A greenish-yellow beryl, 
a name of no standing and an un- 
desirable complication of the no- 

menclature. 

d. c. Jewelry. A trade abbreviation 
for “diamond (brilliant) cut.” 
dead-beat escapement. An escapement 

in which the escape 


wheel remains sta- wt 
tionary, and does ima 
net recoil between Whe? 
its forward motions. VALS 
This is accomplished o— § 
Sr 


by making the pro- 
files of pallet lock- 
ing-faces to be arcs 
concentric with the 
axis of the paliet 
arbor. 

dead-center lathe. A lathe in which 
work is held between two stationary 
centers and rotated on them by a 
pulley fastened to the work. In 
horology this principle has _ sur- 
vived mostly for lathes used for al- 
tering pivots in adjusting watches. 

De Beers diamond. A 440-carat octa- 
hedron found, 1888, in the De 
Beers mine; cut into a 234.5-carat 
brilliant; purchased by an Indian 
prince. 

De Beers mine. South African dia- 
mond mine discovered 1869, closed 
1908, though kept free from water 
and ready for resumption of work- 
ing. 

decalcomania (dee-kall’-koe-may"ni-a). 
Method of decorating clock cases, 
also other objects, including show 
windows, by transferring a print- 
ed design from wet paper; the de- 


Dead-beat 
Escapement 
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sign comes off the paper and ad- 
heres to the glass or wood. 

decantation. Grading abrasive pow- 
ders by mixing with liquid, and 
pouring off at intervals, the finer 
grains remaining suspended the 
longer time in the liquid. Oil is 
used for decanting diamond pow- 
der; water for most other powders. 

decanter. A glass bottle for holding 
wine or other liquors, from which 
drinking glasses are filled. 

decarbonize. To remove carbon; de- 
carbonization is what happens 
when steel is overheated for hard- 
ening. See BURNT. 

dedendum. The non-acting portion of 
the length of a gear ; 
tooth, from the bot- 
tom of the adden- ~~ 
dum to the base of 
the tooth. See aApD- 
DENDUM. 

deepen. To increase the 
amount of locking 
on pallet of escapement. 

degree. 1, Unit of measurement of 
temperature; see FAHRENHEIT. 2. 
Unit of measurement of angles; 
one degree of angle is a 1/360th 
part of the circumference of a 
circle. 

delatinite. The lighter weight of one 
of two varieties of Rumanian am- 
ber, coming from Delatyn. See 
ALMASCHITE. 

delawarite. Aventurine feldspar from 
Delaware county, Pa. 

delivery edge. The corner of lift-face 
of either pallet, where an escape 
wheel tooth last contacts the pallet 
— being discharged or “let 
7) “dd 

delivery pallet. The pallet last con- 
tacted by an escape wheel tooth 
in action throughout the escape- 
ment. See DISCHARGING PALLET, 

demagnetize. To remove effective mag- 
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Demagnetizer 


netism from magnetized _ steel 
parts of a watch, by passing the 
watch through a hollow coil of 
wire in which alternating current 
flows. 








demantoid (demm’an-toyd). A bright 
green variety of andradite garnet. 
Rare in larger sizes, though fre- 
quent in small stones and generally 
sold under the false and mislead- 
ing name of “olivine,” it is among 
the most attractive of gems, with 
a high index of refraction, and 
stronger dispersion than a dia- 
mond. So far clear stones have 
come only from Russia. False and 
local names include: “Bobrowka 
garnet,” “Siberian chrysolite,”’ 
“Uralian olivine” and “Uralian em- 


erald.” See also CHRYSOLITE, OLI- 
VINE, TOPAZOLITE. 

demantspar. Same as adamantine 
spar. 


demidovite. Blue compact chrysocolla 
from Nishni-Tagilsk, Russia. Some 
pieces have been cut. 

demi-hunter. A watch case with a lid 
over the dial, with an opening in 
its center, surrounded with duo- 
decimal numerals and minute divi- 
sions and through which the hands 
may be seen; a combination open- 
face and hunting watch case, used 
mostly in England. 

demi tasse spoon (demm’i-tass). See 
COFFEE SPOON. 

denatured alcohol. Alcohol with small 
proportion of chemicals added to 
unfit it for drinking; legally sold 
free of Internal Revenue tax, hence 
much cheaper than undenatured 
alechol; used for cleaning watches, 
jewelry, etc. 

dendritic agate. Agate with tree-like 
markings, caused by iron or man- 
ganese oxides. 

dendritic opal. Common opal with 
markings like those of dendritic 
agate. 

Denison escapement. The “double 
three-legged gravity” escapement 
for tower clocks, designed in 1854 
by Sir E. B. Denison for “Big 
Ben,” the clock on Parliament build- 
ings, London. 

Dennison, Aaron L. The founder of 
the watch manufacturing industry 
in America, and of the first suc- 
cessful system of watch manufac- 
ture based on_ interchangeable 
parts, in the world. Born, Free- 
port, Me., 1812, his earliest part- 
nership with Edward Howard grew 
into the present Waltham Watch 
Co., Waltham, Mass. Dennison 
moved to England about 1869, 
founded a watch case manufactur- 
ing industry there; died at Bir- 
mingham, Eng., 1895. 
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agnificent new 


DIAMOND 


window display 





advertisement! For you wise ones who want to tie 

in to the powerful national campaign, a special win- 

dow display has been created. A full-color illuminated 

Kodachrome miniature glows from an actual advertise- 

ment set in a rich green velvet frame (19” x 29” over-all), 

out of which spills a crimson velvet setting for your own 

diamond rings and bracelets, It is designed to arrest the eye 

- ++ to display admirably your own merchandise . . , to create the 

aura of elegance essential to the world’s most Precious gem... and 

to establish you directly as a part of the splendid advertising cam. 
Paign seen in seven magazines, 


mas display. Price complete, ready to install, $10; with two extra insert 
Kodachrome advertisements, giving three displays in all, $15, f. 0. b, New 
York, Weight packed, 12 Ibs. Limited supply — order today from The Reuben 
H, Donnelley Corp. (Diamond Promotion Dept.), 305 East 45th Street, New 
York City. De Beers Consolidated Mines, Ltd., and Associated Companies, 
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A JEWELERS' DICTIONARY 
(From page 64) 


density. See SPECIFIC GRAVITY. 

déposé (day’-poe-zay”). A stamp on 
articles of Swiss or French origin, 
meaning “patent applied for.” 

déposée, marque déposée (mark’-day’- 
poe-zay”). A stamp on Swiss- or 
French-made articles, denoting a 
registered trade-mark. See MOD. 
DEP. 

“Deptford,” H. M. S. The ship famed 
for carrying John Harrison’s No. 4 
chronometer on a voyage to Ja- 
maica in 1761, the first successful 
use of present-day method of de- 
termining longitude in navigation, 
by comparing chronometer time at 
a known meridian, with local time 
obtained on a ship by observation 
with sextant. 

depth. The engagement between a 
pair of gears. 

depthing tool. An adjustable holder 
for a wheel and pinion, for inspect- 
ing a depth, or transferring its 
center-distance to plates in watch 
or clock work. 

Derbyshire spar. Fluorite. 

Derham, Wm., F.R.S. English author 
of the first practical work on watch 
and clockmaking: “The Artificial 
Clockmaker,” first published in 
1696. 

Derya-i-nur. “River of Light,” large, 
rose-cut diamond looted from Delhi 
in 1739 by Nadir Shah. May be 
identical with MOON OF THE MOUN- 
TAINS, ORLOFF diamonds. See also 
GREAT MOGUL. 

dessert fork. A fork for individual 
use, usually with four tines, smaller 
in size than a dinner or table fork. 
Frequently called a luncheon or 
small dinner fork. 

dessert knife. A hollow-handled knife 
with a stainless steel blade. In size 
smaller than a dinner knife. Some- 
times called the breakfast or small 
dinner knife. 

dessert spoon. A spoon with an elip- 
tical bowl, in size between a tea- 
spoon and a tablespoon. Sometimes 
called breakfast spoon or cereal 
spoon. First made in England at 
the end of the 17th century. 

detached escapement. An escapement 
in which the escape wheel is held 
away from contact with balance, 
by a third part, except during im- 
pulses. 

detectoscope. Trade name for emerald 
filter. 

detent. A part in mechanism on which 
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Detent (P,S,L) 


some other part rests during a 
phase of action, as the locking de- 
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tent in a chronometer escapement, 
or the detent in setting work of 
some watches. 

development. The action of a spiral 
spring, mainspring or hairspring 
as it unwinds. 

Devonshire emerald. Colombian emer- 
ald crystal, weighing 1383.95 
carats, presented in 1831 by Dom 
Pedro, abdicated emperor of Bra- 
zil, to the sixth Duke of Devon- 
shire. Loaned after 1936 to the 
British Museum. 

diabase (die’ah-base). A dark com- 
pact igneous rock with lath-like 
feldspar crystals sometimes used as 
a decorative stone. 

diagnosis. The result of a systematic 
examination, as of an out-of-order 
watch. A good word to use when 
giving an estimate of cost of re- 
pairs. 

dial. The plate fixed behind the hands 
of a timepiece, marked with divi- 
sions and numerals for indicating 
time by movement of the hands. 

dial-countersink. A pointed piece of 
abrasive material for opening or 
chamfering holes in enamel dials. 

dial-down. One of the positions in 
which -watches are timed in being 
adjusted, with dial horizontal and 
facing downward. 

dial foot. One of the soft metal pins 
on back of the dial to fasten it to 
lower plate of movement. 

dial-gauge. A sensitive measuring in- 
strument in which the movement 
of its jaws is multiplied by levers 
or pulleys and indicated by a hand 
on a dial. 

diallage (di’ah-laj). Chemically simi- 
lar to diopside, but found in com- 
pact masses with schiller effect, and 
used as a dark brown, greenish or 
grayish decorative stone. See pPy- 
ROXENE. 

dial-plate. The main or lower plate of 
a watch movement to which the 
dial is attached. 

dial screw. The screw in the lower 
plate of a watch, to fasten the dial 
foot. 

dial-train. Gearing, under the time- 
piece dial, which reduces the rate 
of turns usually from one per hour 
at center post, to one in 12 hours, 
to provide motion for an hour hand. 

dial-up. One of the positions in which 
watches are timed in being adjust- 
ed, with dial horizontal and facing 
upward. 

dial washer. A pierced concave washer 
made of thin, springy sheet metal 
placed between the hour wheel and 
dial, to hold the wheel into the 
gearing with minute pinion. Used 
in repairing cheap watches. 

diamantine (di’ah-man’tin). A chem- 
ically prepared crystallization of 
boron, used as an abrasive powder 
for polishing steel. 

diametral pitch. In designing gearing, 
a measurement unit determined by 
dividing the pitch diameter of a 
wheel by the number of the teeth 
in the wheel. 

diamond. A mineral composed of pure 


carbon, the hardest of all known 
substances and a valued gem, 
found in many colors. It crystal- 
lizes in the cubic system, has a re- 
fractive index of 2.42 and strong 
dispersion. For varieties, see Bort; 
CARBONADO; BALLAS; CRYSTALS. 
Many diamond terms will be found 
through the glossary, too many to 
relist here. 

diamond broach. Thin tapered copper 
wire charged with diamond pow- 
der, for enlarging and _ polishing 
holes in watzh jewels. 

diamond cut. Same as BRILLIANT CUuT, 

diamond lap. An abrasive wheel or 
file, made of soft metal, usually 
copper, charged with pulverized 
diamond. 

diamondscope. Trade name for a bi- 
nocular microscope to which an il- 
luminated stage has been added, 
which permits the examination of 
gems in either direct or indirect 
light, coming from directly below 
the stone or from around the edge 
of the stage. 

diamond spar. See ADAMANTINE SPAR. 

diaper. A type of ornamentation pro- 
duced by repeating a geometrical 
pattern in small squares. 

diaspore (di’-a-spore). An aluminum 
oxide which rarely occurs in crys- 
tals large enough to cut white, 
grayish or violet gems for col- 
lectors. Very unusual and, to date, 
of no significance to the trade. 

diasterism. Asterism phenomena ob- 
served by transmitted light. See 
ASTERISM; EPIASTERISM. 

dichroism (di’kro-ism). The property 
pos-essed by many crystallized sub- 
stances of transmitting (or con- 
versely, absorbing’), different colors 
of light in different directions 
through the crystal. Pleochroism is 
the general term; dichroism means 
that two colors are transmitted in 
two distinct crystal directions at 
right angles to each other, and re- 
fers to crystals of the tetragonal 
and hexagonal system. Trichroism 
(three colors in three directions) 
refers to orthorhombic, monoclinic 
or triclinic crystals. See PLEO- 
CHROISM and DICHROSCOPE. 

dichroite. Iolite, this name refers to 
the strong pleochroism of the min- 
eral. 


dichroscope (die’kroe-skope). An in- 





Dichroscope 


strument, consisting of a calcite 
rhomb, for the detection of di- 
chroism in a gem. It separates the 
two vibration directions of the light 
passing throuch a doubly refract- 
ing gem, and by placing them side 
by side, permits accurate color 
comparisons. See BIREFRINGENCE. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














WANTED! 


DIAMOND JEWELRY 
AND PRECIOUS STONES 


We are ready to purchase 


FOR CASH 


Diamonds and Precious Stones 


(Loose or Mounted) 


TOP PRICES PAID 


We are well-equipped to 
liquidate large estates 


For references, refer to: 
Manutacturers Trust Co., New York 
The Jewelers Board of Trade 


Your goods are insured while in our possession 


A. JAFFE & SON, Inc. 


Makers of Fine Diamond Jewelry 


ESTABLISHED 1892 
608 FIFTH AVENUE NEW YORK CITY 
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A JEWELERS' DICTIONARY 
(From page 66) 


Dickens chain. Watch chain with a 
swivel or snap ring at each end, 
the chain passing through an eye 
suspended from a short chain end- 
ing in a bar to fasten in button- 
hole of vest. see WALDEMAR CHAIN. 

die. 1. A block usually of steel with 
a hollowed-out form cut in it, into 
which soft metal is struck or 
pressed to produce pieces of work 
in manufacturing. 2. The thread- 
cutting hole in a screw plate. 

die sinking. Die sinking or die cut- 
ting is the art of cutting, usually 
by hand, the form and ornament 
of a given article into a block of 
tool steel. This forms the die from 
which spoons, forks, jewelry and 
kindred articles are stamped out. 

diffraction. An optical phenomenon of 
light; the production of color 
fringes around a beam which has 
passed through a narrow slit or 
which has been reflected from a 
surface with recurrent irregulari- 
ties, such as a ruled diffraction 
grating. Diffraction takes place 
from the thin overlapping scales 
on the surface of a pearl. See 
ORIENT. 

diffusion column. A piece of apparatus 
used for the deter- 
mination of specific 
gravity. It consists 
of a tube containing 
a heavy liquid upon 
which a lighter, mis- 
cible liquid has been 
dripped. Through 
natural diffusion, a 
successively greater 
density with increas- 
ing depth is ob- 
tained. By noting the 
resting place of two 
particles of known 
gravity in this col- 
umn, it is possible to ee 
make a fairly accu- 
rate determination of the gravity 
of an unknown substance which 
floats somewhere between them. 

dimethyl glyoxime. Chemical used, dis- 
solved in water, for testing purity 
and for identification of metals in 
the platinum group. 

dimorphism. Crystallization of a chem- 
ical compound into two different 
crystal forms, such as calcium car- 
bonate into rhombohedral calcite 
and orthorhombic aragonite, or 
carbon into isometric diamond crys- 
tals and rhombohedral graphite 
flakes. 

dinner fork. The largest individual 
fork in a silver service. It usually 
has four tines. It is sometimes 
called a table fork. 

dinner knife. The largest individual 
knife in a silver service. It is usu- 
ally made with a stainless steel 
blade and a hollow handle and is 
used for cutting meat. Sometimes 
ealled a table knife 
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diopside (di-op’side). A member of 
the pyroxene group of minerals, a 
calcium-magnesium silicate, rang- 
ing from white to deep green or 
almost black. Clear green gems 
have been cut from material found 
in New York, Madagascar, the 
Tyrol, Brazil, Ceylon, etc. See 
ALALITE CHROME DIOPSIDE; DIAL- 
LAGE; VIOLAN. Considerable quan- 
tities of diopside are present in 
some of the Mexican jadeite, to- 
gether with albite and anorthite 
feldspar. see MAYAITE; TUXTLITE. 

dioptase (di-op’'tase). An emerald 
green hydrous silicate of copper 
which sometimes crystallizes in 
fair-sized hexagonal prisms. It ‘is 
too soft and brittle for any gem use 
except for collectors, but is beauti- 
ful in appearance and highly val- 
ued, as minerals go, for collections. 

dip. A chemical solution for brighten- 
ing or coloring quantities of cheap 
jewelry economically by immersion 
instead of by buffing. 

direct current. Electric current that 
flows continually in one direction; 
used for electroplating, and in bat- 
tery-driven clocks. See ALTERNAT- 
ING CURRENT. 

Dirilyte. The trademark name of an 
alloy having the color of gold, com- 
posed of copper 88 per cent, alu- 
minum 10 per cent, nickel 2 per 
cent. 

discharging pallet. The pallet in an es- 
capement which last contacts an 
escape wheel tooth as the tooth 
passes through the escapement. 

disengaging friction. In gearing, fric- 
tion between teeth after their point 
of contact has passed the line of 
centers. See CENTERS, LINE OF. 

dispersion. The separation of a beam 
of light composed of different col- 
ored rays, in other words, white or 
nearly white light, as by a prism. 
Some gems possess this power 
more than others; fire in equally 
well-cut gems depends upon the 
strength of the dispersion. 

disthene (diss’'theen). Alternative 
name for kyanite derived from 
Greek and referring to the two 
very different hardnesses; one par- 
allel to the prismatic crystals and 
the other across. 

Ditisheim, Paul. Noted modern Swiss 
watch and chronometer maker; in- 
vented integral balance and other 
improvements for precision time- 
pieces. 

dividers. Tool for drawing circles, or 





Dividers 


spacing divisions of length, formed 
of two arms pivoted adjustably to- 
gether at one of their ends, the 
other ends pointed for the uses 
stated. 

dividing plate. A dise with numbered 


series of notches or holes to en. 
gage a latch, for spacing teeth in 
cutting gear wheels and pinions. 

doctor. In electroplating, a piece of 
sponge dipped in solution, wrapped 
around an anode and applied to a 
portion of a large article, to plate 
a spot without plating the entire 
article in a bath. 

dodecahedron (do’deck-a-hee’dron), 
Crystallography. One of the more 
common forms of the cubic system, 
having 12 lozenge-shaped or rhom- 
bic faces. 

dog screw. A screw with a portion of 
the circular head cut 
away on one side for 
fastening watch 
movements in cases. 

dog-tooth pearl. An 
elongated baroque 
pearl. 

dome. 1. Horol. a. Euro- Dog 
pean term denoting Screw 
an inside cap in a watch case. b 
Part of balance cock on some 
American watches, hclding jewel 
settings. 2. Jewelry. A convex 
decoration made by placing a metal 
disc in a hollow in the dapping 
block and hammering it with a 
dapping punch to force the metal 
into the hollow. 

dop. Instrument in which a diamond 
is held for polishing and bruting; 
a metal cup filled with low-melting- 
point lead alloy in which the rough 
diamond is embedded. It is now 
frequently a small adjustable vise 
which holds the diamond in most 
positions (mechanical dop). The 
instrument in which the stone is 
cemented for bruting is also known 
as a dop. 

doré. French for gilded or gold-plated. 

Doric. The oldest and simplest Greek 


order of architec- 2 
ture. Silver candle- Lay 
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sticks are frequent- 
ly made in this I" 








design. \ 
dot agate. A variety _ 
of agate with round- Borie 


ed colored spots in a 
white matrix. See ST. STEPHEN’S 
STONE; POLKA-DOT AGATE. 

double-cut brilliant. A diamond cut- 
ting with two rows of facets on the 
upper side. See TRIPLE CUT; SINGLE- 
CUT BRILLIANT. 

double color. See PREMIER. 

double Dutch rose; double Holland 
rose. A rose-cut stone with 36 tri- 
angular crown facets and a large 
culet. See HOLLAND ROSE; ROSE. 
Also known as a “rose recoupée.” 

double refraction. The division of 
transmitted light into two rays 
traveling at different rates on dif- 
ferent paths and vibrating at right 
angles to each other. All translu- 
cent anisotropic crystals have the 
power to force vibrations into cer- 
tain planes. See BIREFRINGENCE, 
ANISOTROPIC, ISOTROPIC. 
(To be continued next month) 
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U. S. GEMS WORTH ABOUT $500,000 
(From page 60) 


jewels and bearings for instruments. The principal 
miners were the American Gem Mines at Philipsburg, 
owned by Charles W. Carpp and J. W. Kaiser, and the 
Perry-Schroeder Mining Co., of Helena. 

The American Gem Mine (see photograph) is located 
in the Sapphire mountains, 22 miles west of Philipsburg | 
near the Skalkaho highway at an elevation of 6000 feet. | 
It has produced both industrial and gem sapphire for | 
more than 40 years, in a color range of blue, green, pink, 
yellow and clear crystals. Operations are only possible 
during the summer months. 

Twelve miles of flume carry water to the mine, where 
the hydraulic pressure washes material from the creek 
beds into sluice boxes and over riffles, which recover the 
sapphire. The crystals are next washed in jigs, then 
screened to various sizes, and finally hand sorted. 

Perry-Schroeder’s operation is dredging gold-bearing 
alluvial gravel from the bed of Hauser Lake, 15 miles 
from Helena, Mont. Considerable quantities of sapphire 
are recovered as a by-product. 

Tourmaline, kunzite, beryl and rock crystal, valued at 
$2,400, were produced by three operators from the gem 
stone deposits of San Diego county, California. 

Moss agate was recovered in considerable quantity 
from the Yellowstone river in southeastern Montana. 
which for many years has supplied fine gems, though 
better grades are now worked out. Other moss agate 
came from the Granite Hills near Split Rock, Wyo. 

In addition, lesser quantities of various other gem- 
Mr. Ball’s report. They 





stones were mentioned in 
include: 

Topaz—Collected by mineralogists from Topaz Moun- 
tain in the Thomas Range, Juab County, Utah. Though 
surface deposits were bleached water-white, sherry-color 
material was discovered below. 

Lapis Lazuli—Some of rather fine quality found in 
the fall of 1939 by Carl M. Anderson at an elevation of 
12,500 feet on the slope of Italian Mountain, Gunnison 
County, Colo. The gemstone occurs as stringers in lime- 
stone, with a maximum width of seven or eight inches 


and traceable for about 300 feet. 





Nephrite Jade—Light greenish gray to black in color, | 
found in boulders and in place in serpentine in the west- | 


ern part of the Santa Lucia range, southern Monterey 
County, Calif. Some of it suitable for cutting. 

Californite—This is a compact vesuvianite used as a 
substitute for jade. Mined by the Curley Jack Mining 
Corp., near Happy Camp, Siskiyou County, Calif. 

Ruby—Some produced by C. C. West from property 
near West Mills, Macon county, Ga., and sold to tourists. 
Local lapidaries cut this material. 

Rose Quartz—Small amount produced at Scott’s mine 
near Custer, S. Dak. The Black Hills are said to have 
produced $55,000 worth of rose quartz from 1879 to 
date. Also produced at Albany, Me., and asteriated rose 
quartz in North Carolina. 

Other gem stones produced in the United States in 
1940 included agate (Utah, South Dakota, New Mex 
ico) ; agatized wood (private lands surrounding Petrified 
National Monument, New Mexico, Utah); 
(New Mexico, Utah, Wyoming); amazonston 
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WE carry a complete line of 
Round and fancy shaped Dia- 
monds in all sizes. 


Memorandum selections submitted 
upon request. . . . .«. - 


Advise us of your needs. . 


Louis Gurfein & Son 
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608 Sth Ave. New York City 
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HE star variety of September’s birth- 

stone, because of its six mysterious rays, 
the fact that it can’t be copied with imitations 
or synthetics, its comparative abundance and 
its medium price, currently has top appeal 
among all the colored gems. 


In these designs—three large brooches, 
three contour-conforming earrings, and two 
finger rings—Kaye Jordan Co., style and de- 
sign consultants of New York and Provi- 
dence, show how magnificently star stones 
can be combined with platinum, in the modern 
manner. 


Few of the pieces require much diamond 
melee, and the absence of these hard-to-get 
small gems is scarcely noted. The brilliance 
of the designs lies chiefly in the graceful 
molding of the metal, which has the free- 
flowing effect of tied and twisted satin ribbon. 
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epsake Merchandising System \ 


ASS a successful diamond merchant you look at diamonds not as a col- 
lector or a purchasing agent but from the standpoint of SALABILITY 
and PROFIT OPPORTUNITY. If you are an Authorized Keepsake 
Jeweler you get faster turnover and more profits in your diamond 
department by means of the completely coordinated Keepsake Mer- 
chandising System. This consists of four parts. 


1 


NATIONAL MAGAZINE 
ADVERTISING 


to provide profitable leads. 33 advertisements 
(22 in color) in Life, Saturday Evening Post, 
Mademoiselle and !2 
other leading magazines will be run for Fall 
1941. They will repeatedly reach 9 out of 10 
diamond prospects in your trading area. Thou- 


Good Housekeeping, 


sands of interested diamond purchasers are 
sent into the stores of Authorized Keepsake 


Jewelers as a result of 


inquiries received for the 
Keepsake Book "The Etiquette of the Engage- 


ment and Wedding”. 


LONG ARM 
ADVERTISING 


to reach out and tan new customers on the 
shoulder in order to influence them into your 
store. A complete series of attractive sales- 


building newspaper advertisements, dramatized 


3. 


one-minute announcements, folders in full color 
and movie trailers are available. 


EXTERNAL 
MERCHANDISING 


to influence those who pass by your store to 
come in and buy. Eye-catching window displays 
of dramatic quality, neon signs with your store 
name, traveling disolays and books on “The 
Etiquette of the Engagement and Wedding" 
are provided. 


INTERNAL 
MERCHANDISING 


to convert shoppers into buyers once they are 
in vour store. The Certificate of Registration 
and Guarantee and a highly effective counter 
visual presentation are very successful sales- 
clinchers. 





214 S. Warren Street 


Syracuse, New York Street and No. 


If you are ambitious to increase your dia- 
mond profits, write for full details of the t Keepsake Diamond Rings, A. H. Pond Co., Inc. 
Keepsake Merchandising System. Send the - 214 S. Warren St., Syracuse, N. Y. 
coupon today ... there are a few dealer- . ; a s en . . 
ships still available. Without obligation to us, please send full details about Keepsake. 
; SN. e a ncw ds anclacinin sos Ca dGe an nwan ie wen wiles ae eee 
A. H. POND CO., INC. 
Sem rer errr Perr. re ere ee 
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Established 1866 


608 Fifth Avenue, New York 


Cutting Works: Antwerp—48 Rue Simons 
64 West 48th Street London—23 Holborn Viaduct 

















Emerald Cut and Marquise 
DIAMONDS 


ells Star Sapphires 


RUBIES ©® STAR RUBIES © SAPPHIRES 
CAT'S EYES @® EMERALDS @ _ PEARLS 


We have a large stock of Precious Stones, — mounted and unmounted from 
which to make your selection. Let us cooperate with you on your special calls. 


We are in the market for Diamond Jewelry, and can offer 
good prices on any large pieces which your customers may 
desire to dispose of. 


JEROME RICHHEIMER 


608 FIFTH AVE. NEW YORK 
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U. S. GEMS WORTH ABOUT $500,000 
(From page 60) 


jewels and bearings for instruments. The principal 
miners were the American Gem Mines at Philipsburg, 
owned by Charles W. Carpp and J. W. Kaiser, and the 
Perry-Schroeder Mining Co., of Helena. 

The American Gem Mine (see photograph) is located 
in the Sapphire mountains, 22 miles west of Philipsburg 
near the Skalkaho highway at an elevation of 6000 feet. 
It has produced both industrial and gem sapphire for 
more than 40 years, in a color range of blue, green, pink, 
yellow and clear crystals. Operations are only possible 
during the summer months. 


Twelve miles of flume carry water to the mine, where | 


the hydraulic pressure washes material from the creek 
beds into sluice boxes and over riffles, which recover the 
sapphire. The crystals are next washed in jigs, then 
screened to various sizes, and finally hand sorted. 
Perry-Schroeder’s operation is dredging gold-bearing 





alluvial gravel from the bed of Hauser Lake, 15 miles | 
from Helena, Mont. Considerable quantities of sapphire | 


are recovered as a by-product. 

Tourmaline, kunzite, beryl and rock crystal, valued at 
$2,400, were produced by three operators from the gem- 
stone deposits of San Diego county, California. 

Moss agate was recovered in considerable quantity 
from the Yellowstone river in southeastern Montana, 
which for many years has supplied fine gems, though 
better grades are now worked out. Other moss agate 
came from the Granite Hills near Split Rock, Wyo. 


In addition, lesser quantities of various other gem- | 


stones were mentioned in Mr. Ball’s report. 
include: 

Topaz—Collected by mineralogists from Topaz Moun- 
tain in the Thomas Range, Juab County, Utah. Though 
surface deposits were bleached water-white, sherry-color 
material was discovered below. 

Lapis Lazuli—Some of rather fine quality found in 
the fall of 1939 by Carl M. Anderson at an elevation of 
12,500 feet on the slope of Italian Mountain, Gunnison 
County, Colo. The gemstone occurs as stringers in lime- 
stone, with a maximum width of seven or eight inches 
and traceable for about 300 feet. 


Nephrite Jade—Light greenish gray to black in color, 


They 





found in boulders and in place in serpentine in the west- 


ern part of the Santa Lucia range, southern Monterey 
County, Calif. Some of it suitable for cutting. 


Californite—This is a compact vesuvianite used as a | 
substitute for jade. Mined by the Curley Jack Mining | 


Corp., near Happy Camp, Siskiyou County, Calif. 

Ruby—Some produced by C. C. West from property 
near West Mills, Macon county, Ga., and sold to tourists. 
Local lapidaries cut this material. 


Rose. Quartz—Small amount produced at Scott’s mine 


near Custer, S. Dak. The Black Hills are said to have 
produced $55,000 worth of rose quartz from 1879 to 
date. Also produced at Albany, Me., and asteriated rose 
quartz in North Carolina. 

Other gem stones produced in the United States in 
1940 included agate (Utah, South Dakota, New Mex- 
ico) ; agatized wood (private lands surrounding Petrified 
National Monument, Ariz., New Mexico, Utah) ; 
baster (New Mexico, Utah, Wyoming); amazonstone 


ala- 
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WE carry a complete line of 
Round and fancy shaped Dia- 
monds in all sizes. 


Memorandum selections submitted 
upon request. 


Advise us of your needs. . . 


Louis Gurfein & Son 
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608 Sth Ave. New York City 
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(Colorado); amethyst (Red Feather Lakes, Larimer 
County, Colo., Georgia, Maine, North Carolina) ; aqua- 
marine (Colorado, Maine, North Carolina); azurite 
(Bingham, Utah); chaleedony (Utah); emerald matrix 
(North Carolina), garnet (Colorado, New Mexico, North 
Carolina) ; golden beryl (North Carolina) ; jasper (Cali- 
fornia, New Mexico, North Carolina, Utah); lazulite 
(Clvbbs Mountain, N. C.); malachite (Bingham, Utah); 
moonstone (North Carolina); rock crystal (Arkansas) ; 
iridescent obsidian (California); rhodonite (Utah); 
rutilated quartz (North Carolina); topaz (Colorado, 
Maine, North Carolina); pink sapphire (Georgia) ; and 


‘ tourmaline (Maine). 


PUBLIC GIVES ITS VIEWS ON STORES 


What residents think of the service and merchandise 
offered by their jewelry stores, as well as other estab- 
lishments, is the fruit of an exhaustive retail trade sur- 
vey recently completed by the Warren, O., Retailers 
Association. 

One thousand homes were visited to compile the survey, 
with approximately 60 per cent of the answers supplied 
by women, 40 per cent by men, and in some overlapping 
instances by husband and wife together. The homes 
selécted were representative of all income groups, but 
the largest single group was that of middle-income. One- 
half the questionnaires were filled in the city of 40,000, 
the other half outside but within the established trading 


area. 
Survey findings: 
(1) 71 per cent do the great bulk of their purchasing 


in Warren. 
(2) 79 per cent believe Warren stores offer good 


shopping opportunities. 

(3) Almost 100 per cent agreement that a satisfac- 
tory selection of jewelry is available. (Contrasting is 
only a 50 per cent vote that women’s coats and dresses, 
and men’s clothing are adequately presented.) 

(4) 65 per cent believe Warren jewelers give as good 
service as is obtainable in other shopping centers within 
reach. 

(5) 87 per cent have been offended at least once by 
local salespeople. 

(6) 54 per cent prefer regular shopping days; 21 per 
cent watch for sales; 25 per cent have no fixed pref- 
erence. 

(7) 85 per cent read Warren newspapers. 97 per cent 
(also) read Cleveland, Youngstown, or Pittsburgh pa- 
pers. Almost half of the reading group follow one or 
more of three specific papers, one morning and two eve- 
ning. 

(8) 58 per cent consider parking facilities to be sat- 
isfactory ; 30 per cent are dissatisfied as to parking. On 
the subject of parking meters, 60 per cent are opposed, 
27 per cent in favor. , 

“While it has been pleasant to learn our strong 
points,” declared Stanley Groves, association secretary, 
“it should prove of much greater dollars-and-cents value 
to have discovered our weaknesses. Warren retailers, as 
a result of this survey, now have a realistic basis on 
which to ‘tune up’ their establishments to obtain and then 
to keep, an enlarged patronage.” 
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“EREEZING" ORDERS AFFECT GEM IMPORTS 


ARIOUS new developments in international eco- 

nomics have affected the importation of some gems 
into the United States, but events move so swiftly that 
it would be temerity to predict how the jewelry indus- 
try will adapt itself to the temporary loss of some 
foreign sources. 

The freezing of German assets in June put the final 
crimp in the importation of imitation, synthetic and 
natural gems from Germany, which sent the United 
States $504,178 worth during the first quarter of the 
current year. Most of these stones were shipped via 
Siberia, and this route was closed with the outbreak of 
the Russo-German war. 

South America had been another route by which 
German-cut stones reached the United States, but the 
British contraband control system is said to have be- 
come so effective that few if any German-made gems 
can now be brought in from Latin America, even if it 
can be shown that they were cut long before the war. 

The British blockade has extended to the seizure of 
Swiss-cut synthetic gems, en route to the United States, 
temporarily at least removing Switzerland, last avail- 
able foreign source of synthetics, as a supplier. 

Though dealers’ stocks of most standard-size syn- 
thetics are reputedly low, many well-heeled manufac- 
turers are said to have built up substantial reserves, and 
one concern is rumored to possess a stock of these stones 
worth about $100,000. By and large, there is said to be 
an ample reserve of imitation stones, except in certain 
colors and sizes. 

Foreign sources remain more abundant for natural 
gem-stones (i.e., stones that are neither synthetic nor 
imitation), though China recently had supplied con- 
siderable quantities of low-priced cut gems and the im- 
portation of these was halted by the Presidential order 
freezing Chinese assets, except those controlled by 
Chiang Kai-Shek’s government. 

The shift in world trade of gem-stones, as a result of 
the war, has establised direct contact between exporters 
in India and Ceylon and importers in America, so that 
the Far East now receives its share of purchases which 
formerly went to Paris and London. The United States 
Department of Commerce predicts that this Indo-Ameri- 
can trade in precious stones will continue after the pres- 
ent emergency. 

The following table shows how rapidly the export of 
precious stones from India to the United States has 
risen since the collapse of European markets: 








_ Precious stones 1938 1939 1940 
BRUNER a gain vicleia enerscic ns be a selsiecbieia’ $2,188 $4,177 $182,009 
SNR wore eee Divdcc cmarce meee 840 1,949 45,031 
EE 6 SoMa gioedteses ereneve ieedes 152 27,154 
IN ao oie oa KeRReRUR UNOS citekn. Clackan 92,592 
Loe. SE ee eee S325 2 kk. wee 95,162 
CRO no oy ncierecs renecacautowas 19 713 1,072 

UME  Gcereuciiees Ore Cr rere 35,169 6,991 443,020 


Rubies, which constitute the bulk of India’s gem ex- 
ports are brought into India from Burma in the rough, 
and are cut or shaped before being offered for sale or 
export. The sapphires are imported from Burma and 
Ceylon and sometimes from Kashmir; the emeralds come 
from the Soviet Union for the most part, and the pearls 
reach India principally from the Bahrein Islands, Mus- 
kat and parts of the Persian Gulf. 

Despite conflict between Thailand and Indo-China, 
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PP EARLS are the birthright of 
every woman—and MIKIMOTO 
has made them available at a 
price to fit most every purse. 


_YINCE 1894 the MIKIMOTO 
seal on a necklace or bracelet 
has been and shall continue to 
be a safeguard—a guarantee 
to you and your customers of 
the highest quality of Cultured 
Pearls — grown in the living 
oysters — by MIKIMOTO —the 
originator and inventor of 
Cultured Pearls. 


h. MIKIMOTO, Inc. 


608 Fifth Ave. 
New York 


55 E. Washington St. 209 Post St. 
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cutters in Bangkok still get fairly adequate supplies of 
rough zircon from the Indo-Chinese diggers. Small, 
white zircons are now being used instead of diamond 
melee in lower priced jewelry. 

South America, particularly Brazil, is developing as 
a source of such gems as amethyst, topaz, citrine, tour- 
maline and aquamarine, locally mined and cut in Rio de 
Janeiro for the most part. While American dealers have 
purchased there to considerable extent and welcome the 
growth of a cutting industry in Rio, they share the con- 
tention that South Americans exaggerate the size of the 
American market for colored stones and ask excessive 
prices. . 

The abnormal condition in trade relations between 
Japan and the United States last month interfered with 
the importation of cultured pearls, as well as silk and 
other Japanese commodities. Pearl] importers, at month’s 
end, looked to the possibility of an early resumption of 
commercial communications with the Island Empire. 


EXAMPLES OF JEWELRY STORE MODERNITY 





Shown above are attractive new jewelry stores, re- 
cently opened by Adolph H. Thoma in Sidney, O. (up- 
per view), and A. R. Berquist in Monterey, Cal. 

Concealed lights illuminate all of the display and wall 
cases in the Thoma store. 

Incidentally, this is the 103rd year during which 
members of the Thoma family have been jewelers in 
Ohio. The original business was started in 1838 in 
Piqua, O., by A. Thoma, Sr. The present generation of 
four Thoma brothers purchased the Sidney store in 1920 
and in 1928, Adolph T. Thoma took over its operation, 


retaining an equity in the Piqua business. 
S MALL FRY are just as interested in correct jewelry 
accents as are the older members of the family. 
Appeal to the self-interest of little girls and boys with 
a special low counter with small chairs carefully sized 
to the limitations of little people. Be the first in your 
town to set up a bar for jewelry accents especially for 
the younger generation. 
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Flashing, flaming fascinating Opals. 
Beautiful beyond words, in color comprehending the 
spectrum, captivatingly variable as a sunset. 


Why let the uncertainty of present conditions hamper 
your business when you can always get a full supply of 
Opals in all shapes and sizes. For the past twenty-five 
years we have been cutting our Opals in this country and 
we are always ready to serve you. 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY © 
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Louis A. Roselaar 
551 Fifth Ave. 
New York 


REPRESENTATIVES : 
Mr. Jack Ludel 
Mr. William Ludel 
Mr. Harold G. Phillips 


CuttiInc Works: 
| . 93 Nassau St., New York, N. Y. 
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STORE DESIGNERS USE METAL SUBSTITUTES 
(From page 55) 


ination of corners through curving the panels and the 
curtain wall at the rear. The wall cases, of course, are 
recessed, and lighted by concealed units. 

The sales-building results of raising the level of the 
show windows to 40 inches above the sidewalk have 
been shown again and again. Now the Mahan Jewelry 
Co., of Colorado Springs, Colo., credits a 300 per cent 
increase in store traffic and a 200 per cent increase in 


‘sales from the windows to better window display made 


possible by $3,000 spent to remodel the store front. 

Like many another old jewelry store, Mahan’s had two 
rectangular display windows, three feet deep and seven 
feet long, and set too low for small merchandise to be 
clearly seen. Floor and background were dark ma- 
hogany. 

After studying modern display arrangements for sev- 
eral months, E. E. Funk, head of the company, decided 
on several basic changes in design that must be made 
for maximum display effectiveness. The first require- 
ment was to raise the display level from 30 inches to 
40 inches, or something near eye-level. Then by setting 
the door several feet back from the sidewalk and taper- 
ing the display windows on each side, he provided a 
wider, more inviting lobby and actually increased dis- 
play space by three times. Each window now has a 
display length of 12 feet instead of seven (see photo- 
graph at top of this page). 

Mahan’s new windows are finished in South American 
white mahogany, a material rich in appearance and in- 
vitingly clean and light. The backgrounds are only 18 
inches high, permitting sidewalk shoppers to look inside 
the store, where the wall cases are lighted at night. 
Each window is lighted by 12 200-watt clear incan- 
descent lamps, in prismatic reflectors sunk into the ceil- 
ing. Bulkheads below the windows are black Belgian 
marble, and the upper section of the store front is 
Alaskan marble. Prismatic glass bricks over the win- 
dows (not shown in the photograph) admit glareless 
light into the store and at certain times of the day illum- 
inate the store almost to the rear. 

However, many jewelers disagree with the low back- 
ground used in the Mahan windows, which let light into 
the store and allow people to look inside. They claim 
that a show window’s one and only purpose is to display 
merchandise with the greatest effectiveness, and without 
distracting influences. Meyer’s jewelry store in Grand 
Island, Neb., was recently remodeled ‘and now has win- 
dows of the same general proportions as Mahan’s, 
though the bleached birch backgrounds extend clear to 
the top. 

The Meyer store also has glass blocks above the show 
windows to admit natural light into the store. The front 
is ivory and black cararra glass. 

The new front of Harwin’s Credit Jewelers in Ingle- 
wood, Calif. (left center, page 55), packs plenty of 
attention value, from the diamond-shaped graining of 
the marble and from the construction on the facade of 
a 10-foot clock with a sweep-second hand illuminated 
in gold-colored neon. 

Toe recesses at the base of the bulkheads allow closer 
inspection of eye-level window displays. In addition to 
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the two main display windows, two more have been in- 
stalled in the bulkheads for the showing of bigger mer- 
chandise such as silver chests and electrical appliances. 

Inside, the furnishings include primavera fixtures, 
combination fluorescent and incandescent lighting units 
and linoleum tile flooring. Novelties, however, are a 
shadow-box at the rear, which is lighted at night, and 
the covering of the walls with green Hawaiian grass 
cloth, instead of paint or wood panels. 

The opening of Harwin’s new store happened to co- 
incide with the aluminum for defense drive. Harwin’s 
cooperated by installing an open bin on the sidewalk 
to receive old pieces of aluminum; had it guarded by 
14 Boy Scouts. The Fire Department trucked away old 
pots, pans and kettles as patriotic citizens filled the bin, 
many times over. 

Pillars are frequently a nuisance in many a store. 
Necessary to support upper floors of the building, they 
can’t be chopped out of the way. When Cunningham’s, 
of Miami, Fla., found two large square pillars in the 
center of their square-shaped selling area they literally 
got around the problem by surrounding the pillars with 
island display cases, and installed an additional display 
case between the two pillars, inside the island. (See 
picture on page 55.) Here, fluorescent fixtures supply 
general illumination, and the cases are lighted with con- 
cealed incandescent units. 


STOP, LOOK—AND SEE 


(From page 53) 


sible to get, use a pheasant, quail, or any other bird that 
would grace a Thanksgiving dinner table.) Isn’t a display 
of this kind odd enough to make even you, the hard- 
boiled jeweler, stop to see what it’s doing in an optician’s 
window? The copy would read: “Maybe if Mr. Turkey 
(quail, pheasant, or whatever fowl you use) could have 
seen the axe, he could have dodged it—but there’s no 
maybe connected with the troubles you can dodge if 
you can see well.” Then follow up with an explanation 
of the troubles you do dodge with well prescribed 
glasses, such as headache, backache, frayed nerves. 

Now how about off-seasonal displays, to catch the 
public’s eye. In illustration No. 2 you see one of these. 
Use for your drape over platform or plain packing box 
a sand or terracotta colored velvet or satin. (You'll 
notice that in all illustrations I suggest you raise the 
actual display or “story telling” part of your display 
from the floor of your window. I suggest eye-level if 
possible, but if your window is so situated that this is 
impracticable or impossible, at least raise the central 
theme six inches or more. You may then put a few 
articles’, such as glasses, nose pieces, lenses on the level 
of the display theme and the rest on the floor level. Al- 
ways put your copy on the floor level also, because when 
the customer’s eye is drawn down to read the explanation 
copy of the display your articles there will be noticed 
also.) 

Then on your raised platform place the tiny signs in 
a group such as illustrated. These signs can be made 
by you, or for you by your local sign painter. For 
best results make the signs out of paper, about the thick- 
ness and size of calling cards or business cards (this is a 


FOR SEPTEMBER, 1941 








“ORIENTA” Cultured (Pok 


7 heli, CF ie : Far 


65 NASSAU 
CHICAGO 


STREET 


NEW YORK, N. Y 
SAN FRANCISCO 





a 


Genuine “Trublak” 


(TRADE MARK) 


BLACK | 
ONYX 


RINGSTONES 


ANY SIZE +» ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 


Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 
Company 


Operating 
America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


Minimum quantity required per size 
. 300 pieces. 

| 
-NO RECUTTING 


and shape .. 


NO JOBBING .. 





80 











splendid way of using old business cards left by sales- 
men). Include in these “Danger T.N.T.,” “Warning 
Road End,” “Beware of Dog,” ““Men Working” and any 
others you wish. Attach these to toothpicks and stick 
them in modeling clay. 

The large “No Parking” sign, as a background for 
your copy is optional, but if you decide to use it your 
police department would probably lend you one. Your 
copy, which is simply attached to the sign at an angle 
with a spot of paste, would read: “You Wouldn’t Ignore 
Signs as Obvious as These—Therefore don’t ignore 
signs of bad eyesight which are just as obvious. Such 
as, taut nerves, headache, nausea and unnatural tired- 
ness. ‘These are very often forerunners of more serious 
illnesses which can come from such a small thing as eye 
strain.” 

Illustration No. 3 is in the same vein, but it has a 
definite tie in for cold weather or a civic winter carnival. 
Your sign “Danger—Thin Ice” is constructed the same 
way as described for the small signs in illustration No. 
2 and the “ice” to which it is attached is a common hand 
mirror, handle and edges covered by the cloth around it, 
and made to look like cracked ice by ‘‘veining” it with 
lines of black ink or water paint. The end of the tooth- 
pick which serves as a handle for the sign can be at- 
tached to the mirror by a tiny piece of clay or wax. Use 
white velvet or satin for your cover and pull it into 
creases and folds to give the effect of snow. The prop- 
erty ice skates can be borrowed from your local skating 
rink or sport store or, if you have a pair of your own, 
use them. Your copy would read: “Thin ice is Danger- 
ous—and so is thin vision. You wouldn’t trust yourself 
on thin ice, so don’t trust the ‘thinness’ of your vision 
which may only make itself apparent when you read or 
sew. It can be corrected so that it causes no ill effects 
now or more serious complications later.” 

Illustration No. 4 is just the simple optician’s dummy 
head which I told you to forget in the beginning of my 
article. But—and here’s the important thing—it has the 
eyes blindfolded. The blindfold makes people stop. 
Your copy explains the blindfold this way: “Scholars 
say, and we admit, that, love is blind, truth is blind, 
justice is blind. But we won’t admit that that is any 
reason why you should be blind to the cause of prevalent 
headaches, backaches and sick-stomachs. Let our regis- 
tered optometrist take off your blindfold of bother by 
putting on one of our prescribed pairs of glasses.” 

See how easy it is? Put on your thinking cap and 
use it a while. You'll get results. And don’t be afraid 
to use anything that comes into your mind. Remember, 
Barnum used an elephant to sell lots of things, and look 
where he got. Of course you know your public, and you 
can tell just how far to go, but don’t be afraid to try 
something that might just be called ‘mildly original.” I 
have used with fine results the displays herein described, 
and also such things as bird cages, a live rabbit, dis- 
torting mirrors (the fat, thin kind you see in penny 
arcades—with “distorted vision” as the theme) color 
charts, and an X-ray picture of my abdomen. So 
go to it, think of displays in everything you see and 
hear. You may be able to adopt something you see to 
a display that will “set the town talking” and, more 
important, set them looking at your window, and buying 
at your store. 
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JEWELERS AT RECORD-BUYING CONVENTION 


SEE IMPERIAL PEARL SYNDICATE’S NEW 
LINE OF CULTURED PEARL JEWELRY 


From the opening of the NACJ- 
ANRJA Convention on August 
24th till the closing gong rang the 
curtain down August 28th the Im- 
perial Pearl Syndicate display 
was always crowded. Visiting 
jewelers had the first opportunity 
to examine a smartly styled line 
of cultured pearl jewelry spark- 
ling with many innovations. One 
of the most popular items, which 
attracted the eyes of buyers alert 
for something new, was the “Pearl 
Wedding Ring”—a charming gold 
band set with lustrous Imperial 
Cultured Pearls. Jewelers mar- 
veled at the unique pearl models 
of the Trylon and Perisphere, 
Golden Gate Bridge, Tower of the 
Sun and the $250,000 gown made 
of 80,000 Iniperial Cultured Pearls 
which have so successfully awak- 
ened public interest in pearls. 
These promotions were displayed 
against a background of press 
clippings that they have inspired 
from coast to coast. 

Imperial Pearl Syndicate appre- 
ciates the splendid reception 
given to its display and assures 
all jewelers that in spite of a rec- 
ord-breaking demand this year for 
Cultured Pearl Jewelry it has an- 
.ticipated this demand and is pre- 
pared to fill all possible require- 
ments, 


ANOTHER OUTSTANDING 
DISPLAY 


A $25,000 portion of the famous 
World's Fair Collection of Im- 
perial Cultured Pearls is now avail- 
able to a limited number of stores 
for a week's promotion. This dy- 
namic display will identify your 
store as the logical outlet for Cul- 
tured Pearls in your city. Write 
or wire for details. 














i i i 


Rita Hayworth wears a three strand Cu!tured Pear! necklace and 
bracelet, both with matching gold flowered clasps, and also 
a flowered earrings set with a large Cultured Pearl, all from 
Imperial Pearl Syndicate. In her next picture, “You'll Never 
Get Rich,’’ she will-be co-starred with Fred Astaire. 
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SPORTS TIE-UP SELLS JEWELRY 
(From page 49) 


called the “Story from the Jewel Box” and is a two- to 
three-minute story pertaining to jewels, precious metals, 
birthstones, types of jewelry, etc. The stories present 
little-known facts, legends, and traditions, and are given 
each Thursday evening in place of the middle commercial 
in the program. Bill, Ben or Ray Kahn tells the 
Jewel Box stories. Some of the subjects covered so 
far include the story of the first diamond discovered in 
South Africa; how rings originated and some of their 
unusual uses in the past; how cultured pearls are made; 
your watch—a box of wonders; the history of cameos; 
some unusual facts about gold. 

Radio station WCOL cooperates with the Kahns by 
making transcriptions of the stories, usually three at a 
time, whenever it is convenient. Thus, although the 
talks are given personally by the Kahns they do not 
require their presence in the studio each Thursday night. 

“The Jewel Box stories have been very well received,” 
Ben Kahn says. “We were a little uncertain at first how 
But we have 
tried to make our stories as interesting as the sports 


they would fit into our sports program. 


news that surrounds them—and the response from lis- 
teners shows they like them.” 

The stories are purely institutional. The fact that 
they are given by one of the Kahns is the only mention 
made of the firm. 

“We, ourselves, enjoy our Jewel Box stories as much 


as our listeners,” Ray Kahn says, “for we have dug up 


some romantic facts and fancies that were news—even 
to us.” 

So again, Kahns have pioneered in their home city 
for, although several other Columbus jewelry firms use 
radio advertising, this is the only program that devotes 
time to romantic and educational material. 

No regular schedule of newspaper advertising has 


ever been used by Kahn Jewelers. The radio station 
runs newspaper ads on the sports program and have 
supplied placards advertising the program which are 
posted in bowling alleys, barber shops and _ similar 
places where men congregate. 

Direct-mail pieces are used only occasionally, and 
chiefly at holiday time or for some special seasonal pro- 
motion. 

Kahn Jewelers have been in business only eight years, 
but each year has seen a gratifying increase in volume 
and profit. The firm feels that much of this increase 
comes from the friends made and the good will created 
by sponsoring bowling and other sports—in a practical 
way and by means of their radio programs. They know, 
from experience, that an interest in sports brings plea- 
sure as well as dollars and cents returns. 


Judicious contributions will often help create favor- 
able conversation for a jeweler. For example, sports- 
men publicly thanked the Dunbar Jewelry Co., Wausau, 
Wis., for its assistance in helping the Wisconsin Rac- 
coon and Fox Hunters Association of Marathon county 
to propagate ‘‘coons”’ in the area. 
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FRIENDS FROM WATCH REPAIRS 
(From page 57) 


of approximately #2.50 each. 

The watches were then offered for exactly what they 
were—used but good serviceable timepieces in good con- 
dition which could be bought for substantially less than 
the price of a new watch. The venture has worked so 
well that last year the store sold more than 100 of these 
reconditioned watches at an average price of between 
$14 and $15 per watch. Deducting the $3.50 to $6.00 
per watch which it cost to put them into shape, this left 
a margin of from about $8 to $12 each, in place of the 
dollar or so apiece that was formerly realized when 
these self same watches were sold in bulk. 

The same fundamentals that characterized the original 
experiment are still rigidly adhered to. None but the 
better watches as to both make and condition are over- 
hauled, the rest being junked or sold to dealers. 

The reconditioned watches are sold with a one-year 
guarantee, which is made possible by the careful selec- 
tion just referred to. This guarantee, backed by the 
reputation which the store has built, is of course an im 
portant element in inspiring customer confidence. 

Used watches are displayed and sold in the repair 
department, where they are segregated in a special show 
case by themselves, well away from the new goods— 
another important element in the successful merchan- 
dising of these salvaged items. 

Another unusual Basch policy is the fact that the 
store’s displays and promotions, instead of always be- 
ing confined to new merchandise, feature the watch re 
pair department from time to time. Not long ago, for 
example, the department conducted an old watch con- 
test in which prizes were given for the oldest watches 
submitted by the public. The resulting floor traffic 
amounted to more than 500 people bringing in old time- 
pieces, which meant that a lot of new people got 
acquainted with the store. 

At the close of the contest the ten oldest watches- 
some of them over 200 years old—were used in a win 
dow display of new watches, where they created tre- 
mendous interest and drew continuous crowds. 

Window displays of watch parts and watchmakers’ 
tools are another sure-fire stopper and business getter 
which the store uses periodically. 

Basch looks upon the new merchandise and the repair 
department as a team, each profitable in itself, but each 
also helping the other, and each deserving and getting 
the management’s best thought and efforts. 

The results prove that their philosophy is sound. 


LAY-AWAY PLAN BOOSTS HOLIDAY SALES 
(From page 47) 
it can put it in “will call’ and get it out before Christ 
mas, 

The lay-away setup applies to any piece of merchan- 
dise in the store. However, the biggest demand for the 
service is on the more costly articles such as diamond 
watches, rings and silver. 

The plan has become so popular among old customers 
during the last several years that some of them are now, 
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DIAMONDS i; MAYBAUM 


ALL SHAPES, SIZES AND QUALITIES 


MAYBAUM BROTHERS, INC. 


The Diamond House 


48 WEST 48th ST., NEW YORK 


83 





WEDDING RINGS 
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Bring back former 
customers. Brides of 
recent years will want 
their wedding rings 
modernized wit 
Sherman Rim_ Rings. 
In 14k yellow, white or pink 
old—$2.6 


0 pr. Attached to 
0m ring you send—$1 add’l. 


Cherman & Co. 


Refiners, Metallurgists——Manufacturers 


197 Canal Street New York 


LOVE RINGS 











“4 Thing of Reauty 


Is a Joy Forever: 


THE cocktail ring, illustrated above in actual 
size, is one from a series of six. All finest tin- 
cut stones are used only. Available in aqua, 
topaz, emerald, amethyst and all other im- 
portant stone colors. Hand-set on heavy 
hand-fashioned sterling silver shanks and 
mountings. Retails at $5.50. 


H. M. Schrager & Co., Inc. 


303 5th Ave., New York City — 36 S. State St., Chicago 
Samples furnished to pace firms. Write New York Office 








84 


of their own accord, putting merchandise for Christmas 
delivery in ‘will call” far in advance of the Oct. 1 sea- 
son opening. Some customers start buying Christmas 
gifts as early as in September, paying small amounts 
weekly from then on. 

“We feel that the plan represents real creative sell- 
ing,” says E. W. Sartor, president of the company. 
“Not only are we able to get customers who probably 
would otherwise buy elsewhere, and not only do we 
make larger average sales, but at the same time we’re 





| creating regular year-round customers. 


oe . - . . 
I have in mind the case of a young girl who came 


| in a few weeks before Christmas last year and particu- 
| larly wanted a $25 ring for the man she was engaged 
| to marry. Her income was small and at the time she 
| had only $14 to spend. Instead of taking a cheaper 
| ring, she put in “will call” the one she really wanted 
| and arranged to make weekly payments on it until 
| Christmas. We made a much larger sale than would 
| otherwise have been possible. And what’s more she 
_ was developed into a well-satisfied customer. When she’s 
| married, I’m sure we'll get her silver business.” 
| Customers buying under the lay-away plan are per- 
| mitted to set their own terms. No specific down-pay- 
| ment is required and no terms are stipulated. Experi- 
| ence showed that best results are obtained by letting 
| the customer set his own arrangement. 
“Since we have nothing to lose, whether the customer 
takes out the merchandise or not, there is no need for 
| setting specific terms,” Mr. Sartor explains. “Our agree- 
| ment provides that a person must either take out lay- 
away gifts before Christmas or forfeit what they have 
paid. Consequently there are almost no delinquencies. 
| And where one does occur, we have the amount paid in 
| plus the merchandise. Since there is nothing seasonable 
about any of our goods, they can be moved just as 
readily after the holidays as before. The whole system 
is foolproof from our standpoint. 





“And, it represents a real service to many a customer 
who doesn’t care to buy on credit and still wants some- 
thing a little better than they have the immediate cash 
to pay for. I know that the plan represents a real good- 
will building service having year-round as well as imme- 
diate value,” 


DeBEERS ADS REVISE PRICE QUOTATIONS 


Jewelers who have felt that the retail prices quoted in 
the DeBeers advertising were too low—and we heard 
some comments to that effect—will be glad to know they 
are being revised upward in forthcoming advertising, 
especially in the smaller sizes which is where most of 
the criticism has been found. 

The new schedule which N. W. Ayer & Son, the ad- 
vertising agency who handles the account, states was 
arrived at after a thorough survey among both cash 
and credit stores, are as follows: 


One-half carat ..... $125to $275 
One carat ......... $325 to $650 
Two carats ........ $900 to $2,000 
Three carats ....... from $1,500 


Further adjustments will be made we are assured 
when, if and as changes in the diamond market necessi- 
tate it. 
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MINDLIN USES MANY SMALL ADS EFFECTIVELY 
by Lucius S. Flint 


The Frank Mindlin Co., jewelers at Albuquerque, 
N. M., has greatly increased the effectiveness of its 
newspaper advertising in the last year and a half by 
using small-space insertions, each featuring just one 
item or line. 

In previous years the company had followed the gen- 
eral trend toward occasional large-space ads listing a 
wide variety of merchandise. When he didn’t seem to 
be getting quite the desired results, Mindlin started 
questioning key customers about their reactions and 
found that a good many of them seldom saw anything in 
his ads other than the name and possibly one featured 
item in the center. 

“The principle was exactly the same as in a jumbled 
up window display containing too many different items,” 
Mindlin explained. “The forest was so thick the reader 
couldn’t see the trees.” 


Under the present set-up, the Albuquerque store uses 
several small ads scattered through the paper rather than 
one large one. On Sunday the company may employ 
anywhere from three to five individual insertions, each 
running one column by five or six inches. Each ad is 
on a different page. Each one is devoted exclusively to 
a single item or line. Watches may be advertised in 
one ad, while silver, dinnerware, diamonds and another 
item or two appear in separate advertisements in the 
same issue of the paper. Besides concentrating atten- 
tien on single items and thereby creating stronger buy- 
ing impulses, the present system stimulates more gen- 
eral reader interest than the old one, Mindlin has found. 
Because he isn’t used to seeing multiple insertions from 
the same advertiser, the reader often becomes curious 
about Mindlin’s. 


The only time the company varies from this procedure 
is at the holiday season when there’s such a great variety 
of merchandise for promotion that all the individual 
items can’t possibly be advertised separately. But even 
then, the same principle is applied, the large-space ads 
being worked up in plainly defined sections with each 
one devoted to a single class of merchandise. 


Another advantage of this type of advertising is that 
it’s well adapted to a conservative, dignified appeal,” 
Mindlin explains. ‘““We’ve always been strong believers 
in the importance of consistent advertising but from the 
experience we had a number of years ago I’m convinced 
that you can over-advertise in the better-class store. One 
year we contracted for more newspaper space than we 
actually needed. Toward the end of the year we saw 
that we were going to have to hurry to use all of our 
contract allowance and so went into a rather spectacular 
type of large-space promotion. We lost more business 
than we gained. Better-type customers felt that we were 
cheapening the store and began to drift away.” 


Of course if we'd been a little wiser in the use of that 
space, we might not have had this reaction. But very 
large ads of a blatant nature are likely to get that 
reaction. We still advertise very heavily at the peak 
seasons, probably using just as much space as we did 
during that’one year. But we do it in a little more con- 
servative way and we've really gotten results.” 
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perience to creating wateh cases of 


breath-taking beauty. 


Offices 
New Zork, 630 Vifth tre. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KENTUCKY 
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These Special Services 


Build Silver Sales 


by FRED E. KUNKEL 


JEWELRY store silver, glass and china depart- 

ment that needs six clerks in a city the size of 
Baton Rouge, La. (pop. 35,000), is something to write 
home about. The explanation is that the Rider Jewelry 
Co. really merchandises this department to Mr. and 
Mrs. Public. 

Silver, china and crystal should be shown and sold 
together, the store believes, because they are simply 
different parts of the one picture of a properly furnished 
table, and each must harmonize with the other if the 
table is to look its best. Customers readily see the point, 
and many a sale of all three items instead of only one 
is the result. What’s more, the idea is a substantial 
builder of good will, because the customer has a feeling 
of gratitude toward the store for having helped her 
toward a wise and harmonious selection that adds to 
the attractiveness of her dining table. 

Three completely set tables, each differently arranged, 
and each featuring different lines of silver, china and 
crystal are always on display in the Rider store and 
are changed at frequent intervals. Each table has a 
specially made table cloth of a design appropriate to 
the tableware, the cloth being changed each time a new 
table setting is put up. These special table cloths are 
designed and created by Mrs. Lillian DeLeon, who is 
in charge of the department and are mostly on a base 
of plain organdie or linen, with various decorative 
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Silver, china and crystal shown 
coherently, under fluorescent illu- 
mination by the Rider Jewelry Co., 
Baton Rouge, La. Notice “Dolly 
Madison" table in the background. 


Appliqued flowers, specially de- 
signed to harmonize with a par- 
ticular pattern of china or silver, 
add fascination to the table set- 
tings created by Mrs. DeLeon. 


motifs appliqued—flowers, bowknots, conventionalized 
themes, and so forth—to harmonize with the various 
types of silver, glass and china. “These tablecloths help 
greatly in making the displays more tempting to your 
customers, yet are not particularly expensive when you 
make them up yourself, even though you use the finest 
linen,’ says Mrs. DeLeon. 

A typical example of Mrs. DeLeon’s special designing 
is the Dolly Madison tablecloth, which is shown in one 
of the accompanying illustrations. It is appliqued with 
a colored floral design to match the Castleton’s Dolly 
Madison china, which is used in this table setting, along 
with Gorham’s Fairfax sterling, and Hawk’s crystal. 

Frequently the settings are personalized. For exam- 
ple, a table may have a miniature bride as a centerpiece, 
with the name of the bride-to-be, and her own selection 
of flowers as well as her choice of .china, sterling, and 
crystal patterns. Even the doll in the center is person- 
alized. If the bride is a blonde, a blonde miniature is 
used; or a brunette, or a redhead, if that happens to be 
the bride’s coloring. These tables are a helpful guide 
to friends who come in to buy wedding presents and 
are eagerly welcomed by them because they provide so 
much wider latitude of choice by the donor than if only 
silver were shown. 

These tables have created a lot of human interest, are 

(Please turn to page 90) 
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or the first time in the history of American 

sterling silver, a silversmith has had the cour- 
age, the foresight, and the belief in America, to bring 
out THREE NEW PATTERNS at ONE TIME. THREE 
patterns that have been carefully developed and 
designed to appeal to the widest possible tastes. 
Three patterns that will give jewelers a greater oppor- 
tunity than ever to capture the rich, new buying power 
of America. 


These three outstanding patterns will be advertised 
in big, full-pages in an impressive array of class and 
mass magazines hitting the important sterling markets 
of today. Included in this dramatic campaign is the 
world’s largest magazine carrying advertising: The 
Ladies Home Journal. 


Millions of advertising messages will be selling these 
newsworthy patterns, creating sales for REED & 
BARTON Sterling . .. and profits for jewelers featur- 
ing these three patterns and the many other fine de- 
signs of the Reed & Barton line. Compelling window 
display and store display material to tie in with 
national advertising is available. Write for details. 


Need Ebiovton 


STERLING SILVER 
TAUNTON: : - MASSACHUSETTS 


TOWN COUNTE™ 
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SPECIAL SERVICES BUILD SILVER SALES 
(From page 86) 


effective drawing cards and have tied in a lot of sales 
of china and crystal with the purchase of the silver 
flatware. Yet the giver is assured that if she chooses 
to give china or glassware, her gift will harmonize with 
the rest of the table furnishings and so be highly ac- 
ceptable. 

Another of Mrs. DeLeon’s stunts is to put as many 
as six or eight different settings for different brides on 
a single table. Then when customers come in to see the 
chosen patterns of some particular bride they see at the 
same time the patterns chosen by several others, some 
of whom may also be friends, and often additional im- 
pulse sales are the result. 

Often people will come into the store to look at the 
tables, even though they don’t know the individual 
brides, but just to see who they are and what they have 
selected, and to get ideas for their own tables. This, 
too, often brings additional sales that may have no con- 
nection with the wedding, and the store welcomes this 
“curiosity visiting.” ‘Our fixed policy is never to allow 
a bride’s setting to remain on the table after the wed- 
ding. We put on the show when the coming wedding 
is first announced,” says Mrs. Deleon, “and the min- 
ute the wedding is over, we remove the display.” 

Still another method which helps the store to get a 
goodly slice of the available wedding business is its 
bridal shower service for parties and showers. Mrs. 
DeLeon goes to the home of the hostess, decorates the 
tables, and arranges the displays of the gifts, using her 
own original ideas and designs in table decorations, fre- 
quently loaning the tablecloths or other equipment. 

During the bridal season the store may have as high 
as seven showers in a day and be selling gift items for 
as many as eleven. To accomplish this the shower ser- 
vice must be organized to click on a business-like basis. 
A colored maid and porter assemble in separate boxes 
the material for each party, the store truck delivers 
them and Mrs. DeLeon has only to step into each place, 
decorate it and go on to the next without loss of time. 
The porter accompanies her, unpacking everything and 
handing it to her. So systematized, each job takes an 
average of only about 20 minutes. 

“We have arrived at the point now where it is all 
done on a professional basis. We don’t hang around to 
chat, but transact our business and leave, and find that 
this method makes customers feel that the service is 
worth much more,” says Mrs. DeLeon. “Many of the 
hostesses are business women, who do not have the 
proper tablecloths or equipment for such parties, nor 
the time for preparations, yet want to have showers 
for their friends. With this service, they can manage it, 
because they can have someone else do the catering, 
and we take care of everything else. Often we do the 
job, set the table and walk out without even seeing the 
hostess. It has been a great business getter, because 
naturally we sell the merchandise for the shower gifts.” 

This is further insured by the fact that the store has 
each donor of a wedding or shower gift place her auto- 
graph in the spaces provided for those purposes in an 
attractive bride’s book which the store furnishes, and 
later gives to the bride. The book is kept on display 
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with the bride’s table, and entries made at the time of 
each sale. Thus the double purpose is served of com- 
bining an attractive souvenir for the bride with the prac- 
tical helpfulness to both store and customer of having 
a complete record right at hand of just what has been 
given so far, and thus aiding in the selection of addi- 
tional gifts. 

However, Rider’s by no means depends solely on the 
bridal market for its silver and china business. Mrs. 
DeLeon is just as ingenious and resourceful in develop- 
ing ideas for effective display and selling of merchandise 
for other purposes. 

The baby section is a case in point. All of the items 
for babies are grouped together in one alcove called 
“The Baby Nook,” where a 10-foot case houses attrac- 
tive displays that are frequently changed and re- 
arranged for fresh appeal. 

Pink and gray are generally used as the color scheme, 
set off with touches of white. Fresh flowers in delicate 
pinks and blues, and little figurines of babies decorate 
the displays and add to the heart-appeal. Most impor- 
tant point of all, in the handling of baby goods, accord- 
ing to the management, is to have a woman do the sell- 
ing. Babies are a woman’s problem, and men are awk- 
ward about it and do not know how to suggest. 

One corner of Mrs. DeLeon’s department is a special 
silver room where sterling is featured exclusively. Here, 
in addition to the goods displayed in the wall cases, a 
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Table settings like these are talked about. People 
come in to see what patterns of china, glass or sil- 
ver Mary Lou has selected; often to get ideas for 
their own breakfast, luncheon and dinner tables. 


table is always set for a tea party with a complete silver 
tea set, sandwich trays, and compotes, in addition to the 
flatware, china and crystal. This, like the store’s other 
table settings, is frequently changed. 

Rider’s finds that having silver concentrated and on 
display at one place is much more effective in attracting 
shoppers, arousing their interest and creating a desire 
to buy. 

Proof, they say, is the fact that sterling sales, and 
especially sales of hollowware, have more than doubled 
since the room was instituted. 

Even such little details as the wrapping of packages 
contribute to the success of this remarkable store. “We 
look upon wrapping as an important element of our mer- 

(Please turn to page 99) 
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The magazine will stress smart table groomings. 
Jewelers can capitalize through tie-in selling helps. 





“Our Dining Room 
Brinys (he 
Family Together” 





j 


The Journal's "dining room campaign," starting 
with full-color pages like this in its September issue, 
will stimulate interest in silver, china and glass. 


CAMPAIGN of consumer education and inspira- 

tion that should be a decided help to retail jewel- 

ers is being launched this month by one of the biggest 
and most influential women’s magazines. 

Starting with the premise that “the dining room is the 
heart of the home’’—the room that brings and holds the 
family together—the Ladies’ Home Journal is begin- 
ning in its September number a series of feature articles 
and editorials urging the women of America to give more 
attention to their dining rooms and dining room equip- 
ment. The influence of such a campaign upon the sales 
possibilities for silver, china and glassware of course is 
obvious, 

The campaign approaches the subject from a new 
angle, and one that makes a strong appeal to a deep 
rooted natural instinct. Down in everyone’s heart is the 
innate desire for a sense of security—a desire which is 
intensified in turbulent times like the present. One of the 
greatest contributors to that feeling of security and “be- 
longing” is the home and the unity of the family, and the 
dining room, the traditional family center and meeting 
place, is the heart of family life. 

Now is the time, therefore, says the Ladies’ Home 
Journal, to restore the dining room to its former place in 
the scheme of family life, which has been too widely 
usurped by snack-and-run eating in the kitchen or the 
quick, careless habits of the breakfast-nook. 

That means that more attention must be paid to the 

(Please turn to page 99) 
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ACTUAL SIZE 


Solid silver Emblem 
of Sterling sales- 
manship available 
as lapel button or 
lock clasp pin. 














FOR SEPTEMBER, 1941 





YOU CAN WIN’ THIS EMBLEM 





increase your sterling sales ... step-up your 
income ... and win this award of merit. 


Enroll today in the new simplified course 
sponsored by the Sterling Silversmiths Guild 
of America. Includes series of 24 bulletins, 
crammed full of sales tips and ideas. Gives 
priceless selling help to all sterling sales 
persons. Endorsed by leading sales 
authorities. 


All jewelers and sterling sales persons are 


Name 





“*FOR STERLING SALESMANSHIP 


eligible. Clip coupon and mail, with only 
$2.00, for complete course and handsome 
ring binder. 


Your enrollment includes privilege of an- 
swering questionnaire at end of course. 
Passing grade in questionnaire entitles you 
to the solid silver emblem— your award of 
merit for sterling salesmanship. 


Clip the coupon today . . . don’t miss this 
amazing opportunity. 


Mail to STERLING SILVERSMITHS GUILD 
Oo F AMERI CA, 20 West 47th Street, New York, N. Y. 
Please enroll me in your course, “The Fine Art of Selling 
Sterling Silver”. | enclose $2.00. | understand that 24 


bulletins will be sent periodically and that | will receive full 
information about how | can win the sterling silver emblem. 





Store Name 





Address 





City and State 
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Spring 1940 brides chose more Watson Ster} 
Silver than was ever sold in one season. So did 
brides three months later! — And last Spring Wats 
sales were still breaking all records. Three big 
creases in the last three seasons! Small wonder ale 
aggressive jewelers everywhere are getting ready : 
Fall by ordering more Watson flatware. 
2 ALLL Check the “4A’s” of the Watson line, and learn 
“Why’s” of this steady rise in sales. Then, plan to 
the Watson increase on your own sales chart! Write t 


Watson Company, 891 Watson Park, Attleboro, M 


—————— 
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Every Sly le from the 
severely simple to the 
richly ornate is included 
in the Watson “4A” Line 
. of 12 patterns. Watson 

prices are low for heavy 

sterling of this quality. 

Patterns shown, from the 
ee left: Colonial Antique, 
George II, John Alden, 
Windsor Rose, Victoria, 
Colonial Fiddle, Lam- 
erie, Dorian, Juliana, 
Meadow Rose, Lotus. 
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eA ecoplance ...8ince grandmother was a baby — 
for over 60 years — Watson has been famous for 
fine sterling exclusively. These generations spent 
building a name for quality mean easier selling. 


A rlishry. .. and artistry more than just pattern 
beauty. Every Watson design has extra crafts- 
manship in shaping of fork tines and spoon bowls 
~ joining of knife handles and blades — lasting 
beauty of finish. 


A dverlising...tull page space in leading 
national class magazines will show the beauty 
of Watson Sterling to millions—send them to 


their jewelers to buy. 


A sscrance of profit is yours with Watson’s 
sensible selling plan: sterling sold by place 
settings for larger sales and more satisfied cus- 
tomers; matching holloware for extra sales and 
profits; displays, direct advertising material and 
other sales helps that work hard right in your 


own community. 


MORE WATSON STERLING WILL BE 
}OUGHT THIS FALL THAN EVER BEFORE! | 
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new Watson pattern — 


Windsor Manor 
new sales success 



















@ Signs of the zodiac tell 
the hour in this extra-thin 
pocket watch with reversed 
crown, |7-jewel non-mag- 
netic movement, stainless 
steel case and dial finished 
in pink, silver or black. $50. 
Eterna Watch Co. of Amer- 


ica, New York. 


®@Prince Gardner's "Regis- 
trar" has a new wrinkle. A 
card and pass unit of nine 
individual isinglass sections 
can be detached and lefi 
home when the owner needs 
a wafer-thin billfold for 
evening wear. $3.50 to $20. 








® Ingersoll-Waterbury presents the 

“Director, a 17-jewel Kelton man's 

wrist watch in 10 karat rolled gold 

plate case, curved to fit the wrist 

and with pigskin strap having a gold 
filled buckle. $12.95. 





@The "Regency" Barbara Bates 
manicure gift set is in the grand 
manner, with crimson and ebony 
black leather details. The fittings 
are gold plated. $12.50. 





® Gold plate and colored 
enamel pin, to be worn by 


© A new Empire fob watch made friends and relatives of Army 
men. Also with Navy, avia- 


to represent an ice cube and 
tongs. It has an unbreakable, tion, rurse and Marine _in- : 
signia. 85 cents. Gerold Ellis ‘ 


clear lucite case with 10K yellow 
r.g.p. trimming. With 17 jewels, Co., 108 Arcade Bldg., St. Louis. i 


$29.75; with 7 jewels, $24.95. 











@ The "Fragrance" pat- 
tern in sterling silver, 
one of three new de- 
signs authored by Reed 





® Clifford A. Miller & Co., 64 W. & Barton, combines deli- 
48th St., New York, presents this glori- cate rose-and-leaf orna- 
fied version of the "V" emblem—ex- mentation with a grace- 
ecuted in 14 karat gold, set with ful panel, especially 

rubies, sapphires and diamonds. suited for engraving. 
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TOM HARMON, Twice 
All-American . . . one of the all- 
time “greats” of the game! Last 
season this fast, versatile half- 
back from Michigan broke the 
Big Ten’s scoring record which 
had stood for 15 years. Tom 
majored in English, plans to be 
a radio announcer. He says, 
“My new Elgin De Luxe car- 
ries on three generations of 
family tradition!” 





10K natural gold filled. No. 5012A. $37.50 











ELGIN NATIONAL WATCH 
ILLINOIS, U.S.A. 


FOR SEPTEMBER,: 1941 


ELGIN, 


\ 


SX 





10K natural gold filled. No. 5511A. $42.50 


BRILLIANT NEW WATCHES 


FLGIN Deluxe 


Alert young Americans like Tom Harmon 
are justly proud of the Elgin tradition in 
their families. And, speaking out from the 
new Eigin De Luxe ads appearing this 
Fall, Tom Harmon and other well-known 
young Americans will flag the attention of 
your best customers . . . make them more 
than ever “Elgin conscious”. 

Brilliant watch portraits by one of 
America’s foremost photographers will 
focus the thoughts of your prospects on 


choosing Elgin De Luxe for Christmas 
giving. From now, through the pre-Christ- 
mas season, powerful Elgin De Luxe ads 
(some in full color) will aid you in bidding 
for your share of the great Christmas busi- 
ness ahead. See them in Collier’s, Saturday 
Evening Post, Liberty, Look, and True 
Story. Display these ads in your window 
...and display, too, the newest 17-jewel 
Elgin De Luxe models for Christmas. 

NOTE: prices subject to change without notice. 


COMPANY 
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® The back of Elgin's "Honor" presentation watch, sculptured 
by Julio Kilyeni, depicts Civilization about to bestow the 
scroll of honor to Progress. It has 21 jewels, eight adjust- 
ments, five to position, 18K gold case and dial with applied 
gold dots. Comes in a stunning presentation box. 


©The 17-jewel "Count Edgar" waterproof 

watch in stainless steel, by Jules Jurgensen, 

has a large sweep-second hand and retails 
for $67.50. 





® From Hamilton's First Lady series, with 
the new 17-jewel Medallion movement, 
the FL-8 features a case and link brace- 


© Paul Revere rides again on 
this new salt spoon, modeled 





: 5 after the famous Apostle 
: let in heavy coral gold, studded with 10 cpnens ty the esos Ge 


Co., North Attleboro. $1. 


square-cut garnets and 12 full-cut dia- 
® Rhodi-gem meuntings and wedding monds. $400. 
rings featured by Goodman & Co., In- 
dianapolis, are carved in Rhodi-gold, 
which retains its ‘brillance permanently. 
The cutting resembles the sparkle of dia- 
mond-set rings, thus solving a problem 
for jewelers faced with scarcity and ris- 

ing cest of melee. 





i 

y 

© Hand-set genuine marcasites give lus- 3 

ter and brilliance to this sterling silver $ 

"V" pin, created by Kimler & Daniel, 83 f 

Canal St., New York. $1.50. / 

® Bulova's new I7-jewel "Spencer" 4 

model, retailing at $42.50, has the color ® Identification bracelet with authentic sf 

of pink gold and a full expansion brace- Army insigaia made by Simons Gres. Co. 3 

let. : prare wtp cen velvet Philadelphia, in sterling silver, $7.50; in 
Es ee gold filled, $10. Also in other designs 


and with Air Corps or Navy insignia. 
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REVIVED ACCENT ON DINING ROOMS 
(From page 92) 


dining room—meals must be served more attractively— 
more thought must be given to silver, glass, china, and 
table settings; and the Ladies’ Home Journal proposes 
in coming months to preach that doctrine in both edito- 
rials and illustrated feature articles to its more than 
three million readers. A miniature reproduction of one 
page of the first article, and of a couple of typical pho- 
tographs of table settings that will be used as illustra- 
tions appear on this page. 

There’s a splendid opportunity here for jewelers to 
cash in on this big-scale job of consumer inspiration and 
education. The Ladies’ Home Journal will furnish win- 
dow display and promotion material including mounted 
reprints of editorials and articles, newspaper mats, four- 
color window posters, mounted blow-ups of pages from 
the magazine, and table setting booklets for distribution 
to customers with the store’s imprint. Much of the mate- 
rial can be had free, a small charge being niade to cover 
the cost of some of the more expensive items, such as the 
table setting booklet in quantities. 

For a trifling expense, however, the jeweler can get an 
effective tie-in with a first-class, big-league demand cre- 
ating campaign on which it should certainly pay to 
capitalize. 

Further information may be had by addressing the Re- 
tail Publicity Dept., Ladies’ Home Journal, Philadel- 
phia, Pa. 





SMITH STERLING 











HERE'S NEWS FOR THE TRADE! 


Consistent national advertising 
plus sterling flatwear and hollow- 
ware of distinguished design and 
superb craftsmanship has brought 
increased business and lasting rec- 
ognition to Frank W. Smith, Inc. 


FRANK W. SMITH Inc. 





FOR SEPTEMBER, 1941 


AS SEEN IN HOUSE & GARDEN AND HOUSE BEAUTIFUL 


When you DISPLAY Smith Sterling you SELL Smith Sterling. 


| (Slovan 


FOR OVER HALF A CENTURY 


SPECIAL SERVICES BUILD SILVER SALES 
(From page 90) 


chandising and try to make the package add to the at- 
tractiveness of the gift,” says Mrs. DeLeon. “Yes, it 
costs a little extra for the ribbons and fancy papers, but 
it pays. Many people come here to buy their Christmas 
presents, because they say this is one place where they 
know their gift purchases will be properly wrapped. 
We also take a little extra trouble to make features of 
our wedding packages, and people have come to say 
they want to buy their gift at the store where all the 
packages sent out as wedding gifts are so beautifully 
wrapped. 

“Just recently a bride told us that of all the packages 
she received ours were the most beautifully done. Which 
demonstrates that giving individual attention to those 
packages pays dividends.” 

Customer comfort and making people feel at ease is 
also a factor to which the store pays great attention. 
Comfortable chairs are provided where the customer 
may sit at ease while comparing patterns, or studying 
a table setting. People are always in a better frame of 
mind and more inclined to say “‘yes’”’ when they are re- 
laxed, and the merchandise which the customer is being 
shown is subconsciously associated in her mind with 
the pleasant surroundings in which she is seeing it, 
which helps to induce the feeling that the ownership of 
that merchandise would contribute to her comfort and 


happiness. (Please turn to next page) 
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This atmosphere of consideration for the customer 
and her point of view is carried out in every possible 
way. All wall cases in the department are temptingly 
open, and the absence of counters or any other barrier 
in front of them invites the customer to pick up and 
handle the items on display. And every merchant knows 
that getting the merchandise actually in the customer’s 
hands is a long step toward closing the sale. 

Small, inexpensive articles are grouped together in 
price brackets of from one to five dollars, and placed on 
open tables where customers may browse to their hearts’ 
content till they find “just the thing” for Cousin Mary’s 
birthday or the bridge party prize for next Tuesday, 
Women often come in with no particular purpose or pur- 
chase in mind, but just to look around and see what is 
new, and frequently wind up by buying something that 
has happened to catch their fancy. 

However, the salespeople are always ready to con- 
sult, to make suggestions and to answer questions when 
the customer desires. “We try to be helpful, but never 
obtrusive or officious” is the way Mrs. DeLeon puts it, 
and sums up her philosophy with: 

“My idea of running a gift shop is that the people 
who come in here do so for the purpose of obtaining 
ideas. We are told that over and over again. Any one 
running a gift shop or department should never be too 
busy to stop and help someone out with an idea, because 
it does create business, builds good will, and brings that 
much more business to you.” 








TABLE SETTINGS AID PATTERN SELECTION 





No. 1192 
3 pe. Coffee Set, . A well-polished mahogany or walnut table, a set of 
$29.50— 
a ; on ‘Tray $42.50 | damask and lace table cloths, glass mats and lace doilies 
Again it's Bened ict (Keystone) 5 , ; : 
: me. 1192 | are essential equipment in modern silverware depart- 
showing you the way to ‘iiteed tae: teat | ments. 
° 9 cups, $15.00 each . . ; F 
more profit! This beau- (Keystone) | These accessories permit the jeweler to show his cus- 
No. 1192 papers , 
tiful new 3-piece Coffee leita Meanie tomers how this silver pattern and that china service 
e Gold Lined, $14.50 
Set will be a “sweetheart” per set (Keystone) 
No. 1192 
. 
for sales. It’s a real Bene- Sessa Sees, 
: : Size 17” by 12”, 
dict item from start to $13.00 each 
(Keystone) 
i ; sl]. (Prices subject to 
finish. Looks like a mil jelly al 


notice. ) 








lion—priced to sell fast! 





The demand for Old English Reproductions 
is growing bigger every day, so climb aboard 
the profit-wagon with this silver-plated Coffee 
Set. In bright Butler finish, the style is Late 
Georgian Period, characterized by the attrac- 
tive Old English Gadroon border and grace- 
ful lines. Due to imminent shortages of pre- 





cious metals, quantity of these Coffee Sets is 


limited, so act now. Send your order today! 
A typical example of Blumer's table settings. The large card, lying 


And write for Benedict Hollowware Catalog. diagonally on the table, reads, "Setting for Dinner." The small 
card, in front of the plate, states the make and pattern of the silver, 
china and glassware. 


B E N E D I CT M I ° C QO. would look in actual use in their own dining rooms. To- 


Dept. 21, East Syracuse, N.Y day many major sales are made “over the dining table” 
instead of across the counter. 


TUTTLE CEL Stores neither have to be large themselves nor be situ- 
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ated in large cities to display and sell silverware in this 
effective manner. For instance, Blumer’s jewelry store 
in Hazleton, Pa. (pop. 38,000), constantly uses an at- 
tractively set table to remind store customers of the 
beauty of silverware and to help silverware buyers select 
a pattern. 

The table linens, chinaware, glass and flowers enable 
a woman’s interest to concentrate quickly; the same 
woman, according to H. E. Blumer, would have been 
dazed by the mass of patterns ordinarily displayed at 
the counter. Blumer customarily changes the table set- 
ting every three or four days, sometimes three or four 
times in half an hour, to help customers visualize how 
their own tables will look with the various patterns in 
which they may be interested. To make the visualization 
still more realistic, he usually asks them whether they 
use linen or lace cloths, glass mats or lace doilies, and 
sets the table for four accordingly. 


TABLE SETTINGS IMPRESS RURAL TRADE, TOO 
NE of the most difficult jobs any jeweler can have 
on his hands is that of merchandising sterling silver 
flatware to rural customers. In selling to prospects 
accustomed to realizing the last point in dollars and cents 
value from everything they buy, the jeweler must make 
the worthiness of sterling silver more than ever evident. 

C. J. Peterson, president of the Peterson Jewelry Co., 
of Hannibal, Mo., makes a science of merchandising to 
middle-class farmers—for the city of Hannibal, a town 
of 20,000, gets most of its trade from dairy and crop 
farmers in the two counties surrounding. 

“Our experience is that. farm-owning prospects must 
be made to see the desirability of fine silver immediate- 
ly,’ Mr. Peterson said. “Otherwise, there is no use in 
continuing sales suggestions. For this reason, we have 
entirely altered the former standard method of silver 
promotion, keeping the idea of sight-selling uppermost.” 

Practical use of this theory in the Peterson store re- 
volves around a series of dining room tables kept always 
Here, in a display 
resembling the artistic lines of gift shops in larger 


set up at the rear of the store. 


jewelry stores, are always shown from five to eight lead- 
ing patterns in sterling silver flatware, carefully ar- 
ranged just as if ready to grace a Sunday dinner. Such 
niceties as fine lace tablecloths, the better china, and 
bouquets of fresh flowers are excellent “‘props’’ to stimu- 
late the home-loving farmer’s sense of possessive pride. 
Sales of glassware, china and silver are boosted in this 
three-purpose display. 

“When a rural customer comes into the store in answer 
to an ad, or is sent by another customer, it has been an 
invaluable asset for us to be able to quickly show him 
the entire service of flatware as he will find it in use in 
his own home,” Mr. Peterson explained. “Much lost 
motion in conversational preliminaries is thus removed, 
and the farmer invariably selects the pattern which ap- 
peals to him most after a quick glance at all tables in- 
volved. After this selection is made—and it is usually 
one of the more expensive patterns which creates owner- 
ship impulse—our salespeople work on that pattern 
alone. Another advantage is the fact that if the pros- 


> 


FOR SEPTEMBER, 1941 


| 


| 
| 


| 84x! inches 





















LAST CHRISTMAS 


& 





1940 
Edition 


The KING CATALOG 


Is Even Finer, More Beautiful 


FOR CHRISTMAS, 1941 











1941 
Edition 
oe 
4 Colors 


20 Pages 











, 
_ PN een ES 


S Hue 


| LANSFORD F. KING 










= . 1 110 South 16th Street, Philadelphia. Pa. 
| Please send information and Prices OM ...cses..ceee ssaee 
SOLD TO | Christmas Books (quantity) 
bd @) NLY ONE POR ocviccecocucaconcncncduiicentancosesduketetnkenetatpidalianeleastiaaasiaal 
PBI CIB ooo ssc acccsseccciastocessccvinntincunasinvieim anal we 
STORE IN | 
ET eummmsescrr cor 







LANSFORD F. KING, PUBLISHER 
mae) South 16th Street Pr r f 





SEND =” 








pect cannot afford the higher-price pattern, he will buy 
as close to it as his income permits.” 

Both sterling and plated silver are featured in this 
way, with sterling given the precedence during the lush 
seasons of October and April. When the bulk of Mis- 
souri farm income is in prospective customer’s pockets. 
During this period, Mr. Peterson advertises weekly in 
all price lines, and has used the glamour of his table 
settings to build up a remarkable yearly flatware volume. 


Seven out of the ten gifts that drafteers want most 
are sold by retail jewelers. 

A young woman wrote the newspaper PM, New York, 
for some gift suggestions for a boy in the Army. Private 
Jerome Caplan, of Fort Bragg, N. C., was Johnnie-on- 
the-spot with the following list; in which italicized 
words are ours: 

“1. Military brush-and-comb set. Most jewelry stores. 

“2. Pen-and-Pencil set—inexpensive. The combina- 
tions retailing at $4 to $5 are satisfactory. The high 
priced soldier’s pen is unnecessary. All jewelry stores. 

“3. Sewing kit. There is an Army sewing kit on the 
market. It consists of thread, needles and some regula- 
tion buttons. 

“4. Stationery. Army engraved stationery makes a 
nice gift. Most jewelry stores. 

“5. Watch. Inexpensive wrist or pocket watch. A 
soldier should not bring a good watch. What about 
shock-resistant, waterproof watches? 


Glittering, 





AMERICAN ART ALLOYS, INC. KOKOMO. IND. | tings. 
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“6. Shoe shine kit. For brown shoes only. This should 
include saddle soap to soften Army shoes. 

“7, Radio. This is optional; it’s nice for a soldier to 
own one, but not essential. Many jewelry stores. 

“8. Wallet. All jewelry stores. 

“9. Towels. The Army generally furnishes only one 
bath and two face towels. 

“10. Traveling bag. This really should have been 
mentioned first. Something 18 or 21 inches long is suf- 
ficiently large. Many jewelry stores. 

“When a selectee receives his notice to report, he is 
told to have enough clothing for three days. That is all 
he should have. Anything else, with the exception of 
what I mentioned, is superfluous.” 

When you consider jewelry store gift items 1, 2, 4, 5, 
7, 8 and 10—seven out of the ten gifts perferred by 
draftees—in the light of the million or so draftees, this 
potential new volume for jewelry stores is highly im- 
pressive. Tip for jewelers’ displays of what a draftee 
wants: ‘Selections for Selectees.”’ 





GIVES TROPHY TO BEST H. S. STUDENT 


A. M. Lang, Kaukauna, Wis., jeweler, for the last 20 
years, has awarded a trophy to the best all-around stu- 
dent at the local high school elected by a vote of the 
faculty. Before its presentation on class night, the tro- 
phy is displayed at the high school and is the object of 
discussion among students and their parents. 


sWderhued Dirilyte 


is solid, 
not plated! 


Styli-ts and public alike are acclaiming Diri- 
lyte, the golden-hued solid metal that has 
brought dramatic new beauty to flatware and 
hollowware. Dirilyte can’t wear off, can’t wear 
out—a telling sales point! It costs no more 
than good plate. Dirilyte flatware comes in 
two exquisite, simple patterns—both in the 
height of good taste. Dirilyte is correct with 
everyday or extra-fine dishes, and is ideal with 
gold-decorated china and crystal. It brings new 
color to the table. It offers you unusual dis- 
play and sales opportunities. Write for prices, 
details concerning protection of territory, and 





promotion material. 


Flowerstrewn American china, gilt-edged crystal, and 
golden-hued Dirilyte flatware, candelabra and center- 
piece. Write for mats of this photograph. 


“Regal” for 
period, “Em- 
press’ for 
modern _ set- 
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NATIONAL event provides jewelers with an un- 
A usual news angle to promote a department often 
dificult to dramatize. October brings National Letter 
Writing Week and the perfect opportunity to push sta- 
tionery, pens, typewriters, etc. 

* * + 


Turn apout is fair play. Jewelers, naturally enough, 
ask for all kinds of cooperation from newspapers. Salute 
the press in a window or in your ad on Oct. 28—that’s 
the anniversary of the freedom of the U. S. press. Such 
a gracious gesture is good public relations in a period 
when most people are grateful for their press freedom. 

* * * 


BaG ONE FOR YourRSELF should be the window card for 
a display of costume jewelry of animal motifs. Or use 
the October date set in your community for open season 
on game hunting as a time to promote animalia in 
ceramics. 

* * * 

WIsHING For A way to make your whole store gay for 
Hallowe’en? Carry out a bubble theme with gayly col- 
ored balloons. Not ordinary balloons, but unusually bril- 
liant ones. You simply force an ordinary light bulb into 
an inflated balloon and the base acts as a stopper. No, 
they don’t burst as soon as they get hot. One store used 
the trick for six weeks without casualities. Be gay with 
a variety of colors, sizes and shapes in balloons ! 


* * * 


How MANY PEOPLE think of jewelry and moving day 
as having anything to do with each other? Well, it is up 
to the jeweler to point out how. Since women send ap- 
parel, rugs, furniture for repairs during the momentous 
days, why not start them to sending you their precious 
jewelry where it will be safe and modernized during the 
hectic and dangerous transition from one abode to an- 
other? October 1 is moving day for a lot of places. 


* * * 


OrpINarILy a strong competitor versus June for wed- 
ding totals, October this year will make even a stronger 
bid than heretofore. Capture your share of the engage- 
ment and wedding ring and gift sales with an animated 
display window-carded, “Winging Happiness to the 
Bride and Groom.” Suspend doves on invisible wires at 
different levels holding rings, gift items, etc. 

* * * 

DEPARTMENT sToRES have exploited the wardrobe idea 
for corsets, hosiery and shoes with great success. High 
time jewelers emphasized the right pieces for the right 
activity! Show a jumbo simulated clock made of velvet 
but instead of numerals at the hours, pin costume 
jewelry suited for the time. 

* * 

THE BUSINESS woman more than any other is eager to 
vary a basic dress with accessories. For National Busi- 
ness Women’s Week, Oct. 6-11, arrange an interior dis- 
play and invite career girls in to see what you can do 
with gne dress to vary it. Have the same dress sketched 
on several sheets of white drawing paper in black and 
pin on the different jewelry treatments possible. 
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FREE PHONE SERVICE WINS FRIENDS 


Instead of extending their show cases all the way to 
the front door as in most jewelry stores, Adams & Ort- 
mann in Charleston, S. C., use the first eight feet ex- 
tending across the entire width of the store as a cus- 
tomers’ lounge. 

Here, not too conspicuous but plainly visible is a 
telephone stand with a neatly lettered card, “Customer 
Free Telephone . . . For Your Convenience.” 

So many people came into the store and asked, “May 
I use your telephone?” that Horace G. Adams and 
Rudolph J. Ortmann decided it might be a good idea to 
provide one for their convenience. 

“It doesn’t cost much,’ Adams explained, “and it 
builds a tremendous amount of good will, because it’s one 
of those little things that customers appreciate. They 
talk about it to their friends, relatives and acquaintances, 
and this word-of-mouth advertising and the business that 
it brings are worth far more to the store than the cost 
of the few calls that are made each day. 

“We feel that the pleasanter you make your store for 
the public the more friends you will make, and the more 
your sales volume steps up. At least, it has worked out 
that way for us. 

“This lounge has become a favorite place for people 
to meet downtown. Thus this free telephone service 
brings a lot of people into the store who might not drop 
in otherwise, and naturally they feel under some sort of 
moral obligation to us when they are in the market for 
jewelry, silverware, diamonds, watches and repair work. 

The lounge is furnished with comfortable easy chairs 


and a setee. An Oriental rug graces the floor. A table 
at one side attractively set with silver, china, crystal and 
linen, and with the settings frequently changed, calls 
attention tactfully but effectively to the store’s ample 
selection of these lines and often suggests purchases, 
Also, while sitting here, the customer cannot help look- 
ing over the store and seeing the general display. 
“The chief purpose of the lounge, however, is to cre- 
ate a more home-like atmosphere than the cold business 
austerity of the average store,” Ortmann explained. 


BELGIAN CONGO DIAMONDS FOR BRITAIN 


The entire salable production of diamonds from the 
Belgian Congo is to be shipped to London for sale and 
distribution, under arrangements recently concluded, 
says the United States Department of Commerce. 

Since the invasion of Belgium, no shipments of Congo 
diamonds have been made to any destination, as it was 
not possible for them to be cut in German-occupied 
Antwerp. London diamond circles are said to have ex- 
pressed satisfaction at the arrangements now made. 

It is understood that for some time strenuous efforts 
had been made by interests in‘South Africa to persuade 
the Belgian Government to ship the stones directly to 
Cape centers for sale, cutting, and distribution. 

Under international agreement, the sale of all dia- 
monds, except those produced in Brazil and British 
Guiana, is centralized through one organization, it is 
pointed out. 








SILVER 


FOR STtLVERSMITHS 





FINE SILVER ANODES AND 
GRANULATED SILVER 999.5-+4 . 


STERLING AND COIN SILVER: 
BARS, SHEET, WIRE CIRCLES, 
BLANKS, STRIP, OVALS, ETC. 


WIDTHS TO 28 INCHES, 
ANY LENGTH 


SILVER BRAZING ALLOYS 
FLUXES 





PLATINUM AND THE 
PLATINUM METALS 


Newark 








The American Platinum Works 


REFINERS — MANUFACTURERS 


EST. 1875 


New Jersey 
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BLACK DRAPES "WORST" FOR STERLING 


ARADOXICALLY, although sterling silver hollow- 

ware is one of the most important lines in the mod- 
ern jewelry store, it is seldom given the merchandising 
promotion which goes into other departments of the 
store, according to Oliver Selle, president of the Selle 
Jewelry Co., of St. Louis. At this St. Louis house, 
sterling silver hollowware is never displayed in the 
same way more than 14 consecutive days—and is the 
subject of one of the most carefully-worked out pro- 
grams of the entire merchandised line. 

Nothing is more important to adequate promotion of 
sterling than color, Mr. Selle emphasizes. In his store, 
where four long wall cases are used to show various 
types of hollowware throughout the year, color has been 
given a seldom-found emphasis—this by means of col- 
orful velvet drapes. “We have found that various col- 
ors help to highlight the appeal of sterling silver,” Mr. 
Selle says, “and that sales respond directly to the cor- 
rect use of contrasting or blending colors in the display 
of various items.” 

Indiscriminate use of colors, however, Mr. Selle warns, 
is worse than no use of it. For example, he says, black 
drapes, formerly used in large amounts by jewelers of 
the country, actually rob sterling hollowware of much 
eye-appeal. On the other hand, pastels and soft-toned 
drapes make the silverware eminently more desirable to 
the woman who can quickly see its relations to her own 
home furnishings. 

Therefore, Mr. Selle has worked out a definite “color 
chart” designed primarily for the merchandising of 
sterling hollowware such as fruit bowls, serving dishes, 
and fundamental pieces. 





Five colors are concerned—dusty peach, navy blue, 
sea green, yellow green, and royal gold. Each color 
plays an individual role in Selle’s silver merchandising 
program and each is carefully blended with just the 
right patterns of silver. 

Each piece of hollowware on display is shown in cases 
lined with flat white. Spaced a maximum of ten inches 
apart, these are in turn contrasted by an eight-foot 
drape of soft velvet, in one of the colors listed above. 
For example, in the center of one case may appear a 
fruit bow] posed upon a sea green drape, which is re- 
flected in the polished sterling service and picks up its 
light from that source. 

Navy blue brings out a sharper contrast for delicately- 
worked small objects. Yellow-green has the effect of 
increasing the size of any hollowware on display. 
Finally, royal gold makes any large piece appear “fit for 
a king” and particularly appealing to those who look 
for magnificence. 

Selle’s uses various combinations of colored fabrics 
and silverware throughout the year. It was discovered 
that some of the more expensive merchandise sold in 
half the time formerly expected, when they were dis- 
played with royal gold drapes. Smaller silver items 
move more quickly with a background of navy blue. 

“Color is beginning to play an even greater role in 
the jewelry field when considered in terms of silver,” 
Mr. Selle summed up, “and we believe that sterling 
of any shape or size will benefit from a study of these 
methods.” 
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PREPARE FOR A SEASON OF 


ALL-OUT GIFT GIVING 


Payrolls are mounting. Personal buying keeps pace, and should 
culminate in a highly profitable retail holiday business. Help us to 
help you all possible, by consulting your jobber now about these and 
other attract:ve “New Haven” values. 
















































FLEXIBLE 
SLIDING SHUTTER 


“OVERNITE" TRAVEL ALARM 


Beautiful polished brass trimmed, ivory-color case. 
Flexible shutter encloses front and rear. RADIUM 
numerals and hands. Unbreakable crystal. 30-hour 


temperature-compensated alarm movement. 3%” high, 
4%” wide. Retail price, $4.50; Keystone list, $6.22. 
Seme clock in smart chrome-trimmed black case, retail 
price, $3.95; Keystone list, $5.42. 


THE 
"LIBRARY" 


Handsome clock for 
library, den or bou- 
doir. Rich, dark 
green Catalin case 
with lustrous, marble- 
like grain or in ivory 
eolor. Gold-color 
numerals outlined in 
black on silvered 
ground. Polished brass bezel, unbreakable crystal. 
30-hour temperature-compensated movement. One key 
winds both time and alarm. 4%” high, 5%” wide, 2” 
deep. Retail price, $4.75; Keystone list, $6.44. 











“AURIS" 


Automatic Starting ELECTRIC STRIKE 


Distinctive streamline tambour. Plywood case with 
butt walnut front and sides. Metal dial with etched, 
gold-color numerals outlined in black. Black hour hands; 
sweep second hand. Polished brass sash. Hour and 
half-hour strike. 6%” high, 19%” wide. In this model, 
if current is interrupted, merely moving the hands to 
the correct time starts the clock. Special, low-drain 
(one watt) motor with soft, friendly tick. Retail price, 
$13.95; Keystone list, $17.12. 


THE NEW HAVEN CLOCK COMPANY, NEW HAVEN, CONN. 


NEW HAVEN Cimepicces 
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THIS WAS DONE YEARS AGO 
BUT NOT TODAY 


Jewelers have also found 
a better way to sell 


OLD GOLD, SILVER, 


Platinum, filled cases, 





spectacle scrap, etc. 
A 
THEY SHIP TO THE ULTIMATE 
CONSUMER WHERE METAL IS 
USED FOR JEWELERS ALLOYS 
A 
SHIP TO DEE-IT PAYS 
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CHICAGO 
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BLOCKADES IMPAIR SWISS WATCH IMPORTS 


WITZERLAND’S shipments of watch movements, 
watch parts and watch jewels to the United States 
have been nipped harder than ever by the British block- 
ade, aimed against Germany, and the German counter- 
blockade directed at Britain. 

Purpose of each blockade is to prevent economic or 
military assets from falling into the hands of the enemy. 
The Nazis have direct control over what Switzerland 
imports or exports, because that little island of democ- 
racy is completely surrounded by German-controlled 
territory ; starting in October of 1940 the Nazis attached 
Geleitscheine or transit permits to whatever it pleased 
them to allow Switzerland to export. 

Britain, on the other hand, rules the sea lanes of the 
Atlantic, and little merchandise crosses that ocean with- 
out a “navicert,” issued by a British consulate vouching 
for the origin of the goods and approving its destination. 

Up until June 18, the bulk of Swiss movements, parts 
and jewels had been shipped overland to Lisbon, Portu- 
gal, mostly by parcel post and by way of Unoccupied 
France, accompanied by the necessary documents issued 
by the German consulate at Berne. Germany from time 
to time restricted the export of chronographs and timers, 
so these were shipped to some extent by first class mail, 
which escaped the necessity of a Geleitschein, or transit 
permit. 

But developments came hard and fast after June 18. 
Switzerland halted merchandise shipments by first class 
mail, closing that route to timers and chronographs, and 
at the same time Germany suspended the issuance of 
Geleitscheine, or transit permits, to any and all Swiss 
watch products except completed, cased watches. This 
lid on Swiss exports seemed to have connection with the 
Swiss-German commercial treaty which expired June 30, 
and which was renewed with certain changes on July 19. 

Under the new treaty, ordinary watch movements no 
longer would need the German transit permits; this 
easing of restrictions was welcomed both by the manu- 
facturers in Switzerland and importers here. Germany 
soon ruled, however, that overland shipments from 
Switzerland to Lisbon, Portugal, must go roundabout 
through German-occupied France, instead of directly 
across Unoccupied France, as formerly. The Nazis set 
up a joint examination board to inspect Swiss exports, 
consisting, besides Germans, of Swiss and French repre- 
sentatives, who were mere robots in British opinion. 

Here Britain stepped in, refusing navicerts to Swiss 
goods sent to Lisbon through Germany and across Occu- 
pied France, in accordance with the new instructions 
from Berlin. This British action, in retaliation against 
Germany, meant that American Export Lines’ cargo 
ships, one leaving Lisbon each week for New York, no 
longer could carry regular shipments of Swiss watches 
to American importers. 

A Swiss delegation was reported to have gone to Lon- 
don last month, asking the British to again supply navi- 
certs to watch movements sent overland to Lisbon. In 
the meantime, the Swiss started shipping movements to 
America by way of Genoa, Italy, on Swiss-flag merchant 
ships operating between the Italian port and America. 

Trouble with shipping from Genoa was the infrequen- 
cy and delays in the sailing of Swiss vessels, and also 
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their slowness. At sea at the most, only one Genoa-to- 
New York ship is available a month. This deficiency is 
partly lessened by a coast-wise service which Switzer- 
land maintains, connecting Genoa with Lisbon, where 
watch movements and other Swiss goods can be reloaded 
into American Export vessels for delivery to the United 
States. The Swiss have two small boats in this run. 

Shipments, therefore, would be spaced further apart, 
but would consist of a larger number of movements due 
to the accumulation of completed orders between sailings. 

Rohner, Gehrig & Co., international forwarders, re- 
ceived a cable Aug. 20 from Danzas & Co., in Basle, 
Switzerland, that the Swiss post office would accept par- 
cel post for the United States, via Genoa and Lisbon, 
with Certificates of Origin, issued by the British consul, 
and Geleitscheine from the Italian consul. Before Aug. 
20 on this route goods had to be sent by freight. 

Intimations have come to some importers that the 
Swiss government will curtail watch production and ex- 
portation, because of a shortage of material or equip- 
ment, or both. It is believed that each manufacturer 
may be allotted a certain quota for the year 1942, start- 
ing Dec. 1, 1941. 


JEWELS, PARTS, TIMERS ARE HALTED 

Although the Germans have permitted, subject to 
routing through Occupied France, the transit of ordinary 
watch movements, which have no military significance or 
value, they have been exceptionally rigorous since June 
18 with regard to military watches, including stop 
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watches and chronographs, as well as watch jewels and 
watch parts. 

The Nazis, evidently, are trying to keep material of 
military use out of British and American hands as far 
as possible. Importers are reported to have limited 
stocks of chronographs, and only broken assortments of 
timers, of which some 40 different types are in use. 


AMERICANS MAY CUT MORE WATCH JEWELS 


Stoppage of watch jewel imports hardly came as a 
surprise to American watch manufacturers, who have 
depended, up till now, on imports for 100 per cent of 
their jewels. During the first five months of the current 
year, nearly 50,000,000 jewels for watch movements, 
mechanisms, etc., were imported into the United States 
—an increase of 40 per cent over the same period of 
last year, and even larger quantities would doubtless 
have been purchased if the Germans had not restricted 
Switzerland’s foreign sale of watch and meter jewels. 

Official Washington refused to say whether plans were 
ready to develop U. S. production of corundum material 
or cutting facilities, but intimated a “fair guess’ that 
such preparations were under way. _ 

Some watch manufacturers here are said to have built 
up a two-year reserve of jewels in most sizes; one has 
placed a substantial order with an American jewel- 
cutting factory, which is busy cutting jewels for aircraft 
and other defense instruments. 

Taking a long-term view and seeking self-sufficiency 
in the matter of jewels, another watch manufacturer 





Since 1905 the name, Rosenthal & Kaplan, has been synonymous 
with quality rings and ring mountings. The new line for fall and 


winter has been styled for quick, profitable selling. These dis- 
tinctive, original designs defy competition. 


SEE THIS DISTINGUISHED LINE OF MEN’S AND 
LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK. 
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tried to import jewel-making machinery—but couldn't 
get the necessary transit permit. So this manufacturer 
has brought over two experienced Swiss machinists, who 
are at present said to be building jewel-making instru- 
ments. The same firm is also said to have imported 
several million synthetic ruby blanks, shaped the size of 
watch jewels, for finishing here. 

Still another company is said to have 100 or more 
workers finishing jewels imported in the partly cut state. 
It is understood that several of the watch manufactur- 
ers, besides the firm referred to in the preceding para- 
graph, have tentative plans to cut watch jewels. 

A supply of synthetic corundum may soon be available 
from one or two large American chemical concerns, 
which have been experimenting with its production since 
last fall but have delayed production on a commercial 
scale pending the perfection of their processes and a 
study of industrial demands. 





JEWELER CASHES IN ON PISTOL TOURNEY 


G. D. Goff, of the Goff Jewelry Co., Tampa, Fla., 
profited this year by a special promotion centering 
around the National Mid-Winter Pistol Championships, 
held in his city. 

Goff, who has always been a leader in sales promo- 
tional activities in his territory, sold four wrist watches 
as prizes to the National Rifle Association, which spon- 
sors and directs the matches. 

During the duration of the tournament, from March 
11 to March 15, Goff devoted his windows to displaying 
the watches and a lot of other material pertaining to the 





matches. Afterward, he displayed large blowups of the 
winners, with their winning targets, prize watches, etc. 

The watches and Mr. Goff were well publicized in lo- 
cal papers, as well as in The Pistoleer and The Ameri- 
can Rifleman, both national publications of the shooting 


world. 





Above are pictured the winners with their prizes 
(from left to right): H. W. Reeves, Detroit police, mas- 
ter champion; R. B. MeMahill, metropolitan police of 
Washington, D. C., expert champion; J. M. Flaherty, 
Tampa police, sharpshooter champion, and Dr. R. H. 
White, U. S. Naval Air Station, Pensacola, Fla., marks- 
man championship. sali 

W. D. Sproesser Co., Watertown, Wis., jewelry store, 
creates goodwill for itself by helping to make available 
to hospital convalescents issues of the daily local news- 
paper. Copies of the paper carry the name of the store 
making this gift available. 











ETERNA 


AUTOMATIC 


The Foolproof Selfwinding Watch! 


The auxiliary stem winder (no shaking 
necessary) is the exclusive feature that 


makes ETERNA AUTOMATIC the most 


reliable of all selfwinding watches. 


In stainless steel, silver, black or pink dials. 


@ Water & Dustproof 
@ Shock-Protected 

@ Non-Magnetic 

@ 17 Jewels 


ETERNA 











WATCH COMPANY OF AMERICA, Inc. 
580 FIFTH AVENUE, NEW YORK + BRyant 9-8660 


06 0T-834 
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"GIFT COUNSELLORS" SLOGAN BUILDS TRAFFIC 


WENTY-FOUR years of successful promotion of 

fine jewelry exclusively on the gift basis has been 
accomplished by Antin’s, jewelers of New Orleans, 
through the use of a clever “gift counsellors” slogan in 
every sale. 

Antin’s has the theory that jewelry is at all times 
chiefly appealing in the gift sense—and that it is pos- 
sible to make more sales per person passing the store if 
the idea of giving it to someone else is adequately pre- 
sented. 

“Many jewelers seem to have lost sight of the fact 
that jewelry is first and last the most appreciated type 
of gift not only at Christmas time but through the entire 
year,’ Samuel Antin, president of the firm said. “Of 
course, we all make attempts to sell our merchandise for 
use as gifts, but not to the point that the average gift 
buyer will think first of the jewelry store. We believe 
the strongest merchandising appeal is to make every 
customer so gift-conscious that in time he will come to 
think of the store whenever any gift-buying time ar- 
rives.” 

Across the Antin store front is stretched a display 
sign which reads, “Gift Counsellors” in heavy letters— 
with the Antin name in smaller letters beneath. Seen by 
40,000 persons daily, the responsibility of this sign is 
to impress upon all who pass beneath it that the store 
wants to be known as a gift center. The same theme 
follows through in newspaper advertising, store letter- 
heads, invoices and statements. In every case, Mr. 
Antin has subjugated the name of the store to the slogan 


“Gift Counsellors” —and the result is that 80 per cent 
of the customers who come into the store in response to 
advertising are gift prospects. 

Inside the store the theme is not halted, for the clerk 
steps to the customers side and asks “Gifts, Madam?” 
Thus, customers are kept thinking of gifts from the 
moment they become conscious of the store to the point 
of the sale itself. 

Backing up the advertised slogan, and the approach 
of salespeople, is a wide “gift mezzanine’’—a good-sized 
balcony on which are shown gift suggestions ranging 
from diamond rings to electric clocks and radios. Each 
is carefully priced, and grouped to give the customer as 
many ideas as a single glance will permit. For example, 
all more expensive costume jewelry, cigarette cases, sil- 
ver pieces and expensive watches are placed in one 
group. Lower-priced gifts, such as fine candelabra, 
holloware of various types and clocks, are at another 
point. Salesmen are urged to show at least four items 
to every prospect; in this way opening up the possibility 
of selling more than one, if not at the same time, at the 
next gift occasion. 

Along the right side of the tirst floor are two six-foot 
elbow-height tables covered with pink satin, and lighted 
with blue lamps. On these are shown inexpensive gift 
suggestions in costume jewelry, fountain pens, pencils, 
manicure sets, silver desk accessories, and other wide- 
spread-appeal pieces. The store is designed primarily 
to suggest jewelry as gifts—and its reputation for gifts 
is known throughout the width of the New Orleans trad- 


ing area. 
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wood case with 
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As the building market 
booms — so does the de- 
mand for clocks. New 
Sessions models are de- 
signed to complement every 
type of home decoration. 
Fifty electric and Spring 
models are shown in new 


No. 368W 


Size 17”x12”. Mirror dial 9/2”. 
A fine modern clock made from 
a beautiful copy of an old- 
fashioned Bull’s - eye mirror. 
Self - starting electric time 
movement. 
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bevelled edge 
in natural 
wood con- 
trasting with 
the dark 
walnut of 
case. Self- 
starting elec- 
tric time 
movement. 


No. 394B-1 

Size and 
case same as 
No. 394W. 
Self - start- 
ing electric 
move - 
ment with 
bell alarm. 


No. 439W 
Size 
742" x54". 
4” raised 
numeral dial. 
Genuine wal- 
nut case 
with tulip 
wood inlays. 
Self-starting 
electric time 
movement. 


FROM YOUR WHOLESALER 
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COSTUME JEWELRY GOES BIG IN SMALL CITY 

T is not unusual for jewelers located in larger cities 

to accomplish costume jewelry sales upward of 
$5,000 a year net—but when a jewelry store located in 
a city of only 16,000 population does a $1,000 volume 
in this field, the figure bears testimony to worthwhile 
merchandising: ;ractices. 

A store which accomplished this feat during 1940 was 
the Peterson Jewelry Co. of Hannibal, Mo., city of less 
than 20,000 population in northwest Missouri, whose 
principal distinction is that it is Mark Twain’s home, 
and Walter Winchell once called it ‘‘a modern ghost 
town.” C, F, Peterson, president and owner of the store 
pooh-poohs the idea that costume jewelry is only for 
sophisticated city women and has demonstrated his abil- 
ity to overcome expected sales resistance with a tre- 
mendous turnover of costume jewelry of all sorts and 
kinds. 

An entire case just inside the door of the Peterson 
store is given over to colorful costume items ranging from 
$1 to $5—some up to $9. This case is brightly illumi- 
nated and is lined with white velvet which emphasizes 
the “treasure chest” appearance created. Almost a 
duplicate of the case display is constantly featured in 
the store window. Although not a great deal of window 
space is available, Mr. Peterson feels its value in sales 
appeal is sufficient to warrant three feet of costume 
jewelry display, to appeal to younger customers and 
people who ordinarily never step inside the doors of the 
store. 


Inasmuch as younger women are responsible for most 
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of his sales, Mr. Peterson has developed his merchandis- 
ing program entirely around the Hannibal high school 
set. ‘The most direct road to building up costume 
jewelry sales,” he states, “is the penchant for imitation 
among young girls. Consequently we've let popular 
young ladies do most of our selling for us—by simply 
making certain that they are seen with enough costume 
jewelry to indicate our endorsement.” 

Mr. Peterson did not take the logical step of furnish- 
ing popular young society leaders with free costume 
jewelry—instead, he placed all his stock on a fashion 
basis, and sent a telegram to six high school and junior 
college popularity leaders, asking them to stop by the 
store; each at a different time. When each young lady 
responded, Mr. Peterson asked her with all gravity for 
her opinion of this and that piece of jewelry for specific 
types of young-life apparel. 

Flattered by this apparant deep trust, the young con- 
sultants gave Mr. Peterson “advice’’ earnestly—and 
meanwhile found in every case at least one piece of 
costume jewelry which they desired themselves. As a 
result, Mr. Peterson sold all six a different type of cos- 
tume jewelry, created a permanent booster for the store 
and realized a contiguous flow of sales to high school 
and junior college girls who learned the source of their 
friend’s jewelry as a result of the psychological “fash- 
ion advice” mentioned above. 







Every costume jewelry sale created another—and thus 
a clever bit of thinking boosted costume jewelry sales 
into the four figure bracket for this small-community 
Missouri jeweler. 











THE JEWELERS’ CIRCULAR-KEYSTONE 











BUILD A GEM PROSPECT LIST FOR CUSTOM SELLING 


Ask any first-class jeweler whose trade extends 
through large metropolitan districts what constitutes his 
most important business fundamental, and he’s likely to 
explain in one word, “prospects’—for outside of store 
trade, the policy of reaching out into the market is the 
most potent opportunity to build profits anywhere. 
There are a score of varied markets which the jeweler 
cannot hope to contact unless he makes a concentrated, 
long-standing effort to get the interest of his own em- 
ployees, and follows up on every lead at the moment 
when it is received. 

A unique plan has been used by one of the largest 
jewelry companies in Kansas City, Mo., a plan that 
evenly doubled volume on some lines, brought in new 
profits on heretofore unsaleable specialties, and has had 
a generally beneficial effect on every special product 
handled. 

This firm began five years ago to build for future 
sales, convinced that requests for varied jewelry and 
rare items would make it possible to buy with certain 
markets in mind. For example, quite by accident the 
store realized a good profit on sectarian Yogi items 
which were seen by a customer, suggested to a collector- 
friend, and immediately purchased, after being in stock 
for some time. 

The firm now allots a generous slice of its overhead 
for the one purpose—bringing in of new names and 
data each month for potential future dealings. “The only 
practicable way of compiling a prospect list in a pro- 


scribed field like jewelry selling,” said the merchandise 
manager, “is to dig it up yourself. Territory data of a 
general nature is hard to get, and what there is can be 
likewise used by your competitors. Old standbys of the 
type of mailing lists, club memberships, and past buy- 
ers are no longer helpful because of the lack of practical 
leads. One can get names from telephone directories, 
store-canvasses, and other sources, but these do not indi- 
cate where a potential sale exists strongly enough to 
work on.” 

‘“‘We have devised a survey system which has as a key 
point, provision for a great deal of information we want 
when planning our future sales campaigns. After we 
designed the card, we went through our personnel’s 
records until we found a man of just the qualifications 
we deemed necessary: Ability to get data from his cus- 
tomers and prospects, and to judge whether or not the 
possibility of securing future business exists there. We 
then took this man from behind his counter, and con- 
verted him into a solicitor of information. He is sent 
all through our city, and he is the sole judge as to 
whether any prospect has possibilities on which we 
can capitalize. Visiting collectors, art-minded peopie, 
socialites, our “millionaire colony” and other potent 
areas, he talks with friends, prominent figures, and 
everyone connected, until a lead for our merchandise 
appears. His own ability, plus the specialized training 
we have given him, enables him to “size up” any situ- 
ation accurately. And we base our outside campaigns 
on his results.” 

“All this information goes on a prospect card, used 








Showing the most complete 
line of jewelry, watches, 
clocks, silverware, and other 
jewelry store items; and the 
merchandise which is illus- 
trated should be ordered 
from Benj. Allen & Co. be- 
cause in this way only can 
you be assured of delivery 
and right price on the mer- 


chandise listed. 


10 SO. WABASH AVE. 





for BETTER BUYING ana BETTER PROFITS 


USE THE BENJ. ALLEN & CO. CATALOGUE 





BENJ. ALLEN & CO., INC. 


SILVERSMITHS BLDG. 


This year, as has been the 
case for nearly 80 years, we 
have supplied a truly de- 
pendable guide for jewelers 
in the form of this big com- 
plete catalogue of jewelry 
store merchandise, which 
goes ONLY to jewelers. You 
will not have to miss a sale 
this year if you keep this 
catalogue handy and USE it. 


CHICAGO, ILL. 
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igne, Alton, 10K 

> Stain] 
s. Ratch 
Jewel 
Jewel 


igne, Alton 
re fe) te case with s 
Raised gold figures 
A179 7 Jewel 
A180—17 Jewel 


634 x 8 Ligne, Alton, 

gold plate case with stainle 

Raised gold figures. Ratchet 
Al18) 7 Jewel 
A182-——17 Jewel 


634 x 8 Ligne, Alton, 10K. y 

gold plate case with stainless steel 

Raised gold figures. Ratchet bracele 
A183 7. Jewel 2 
Al184—17 Jewel 2 











Shown above are suggested retail prices. Your Keystone prices 
are A177, $16.50; A178, $21.10; A179, $17.20; A180, $21.80; 
A181, $16.50; A182, $21.10; A183, $17.20; A184, $21.80. 

SEND FOR THE W & G CATALOG 
Showing complete line of both men's and ladies’ ALTON 
watches. Each watch comes in a handsome display box with 
full range of prices. Also illustrated are wonderful values in 
diamond rings, wedding rings and matched sets. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove. and 


I.D. Watch Cases 


5 South Chicago 
Wabash Ave. IHlinois 
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as a visible card file, containing a wealth of facts con- 
cerning each prospect from personal habits to the type 
of hobby or jewelry leanings he has. A square insert 
on the card shows the rating “B” if a good prospect, 
“A” if ready for immediate solicitation, and a simple 
“C” representing an unknown quantity. Thus, with the 
card properly indexed, we have a rich mine of informa- 
tion about the man or woman mentioned, and can quite 
accurately forecast the possibility latent for profit. For 
instance, we list a wealthy Kansas horsewoman, promi- 
nent in art and university functions. Her card lists these 
helpful bits of information: 
1. Has emerald collection valued at $12,000—likes unique 


cutting and sets. : 
2. Sends jewelry exclusively as gifts, for Christmas and 


other holidays. ; 
3. Prides herself in unusual costume pieces—prefers gold 


with riding theme. 
4. Will examine all emerald imports gladly. 


“The card also lists personal facts, credit-rating, and 
the prospect’s personality and past dealings if any. In 
going over this information, we see that we have a good 
prospect for emeralds so long as their cut is not stand- 
ard, and will have our man call on her as soon as this 
type of merchandise can be shown. Direct-mail playing 
up our gold and solid gold rings, lockets, necklaces and 
novelty pieces will go out at once, as soon as the card 
reaches the file. Business from a prospect of this type 
can easily amount to several thousand dollars a year.” 

“When we do write, telephone, or send our repre- 
sentative, we know our prospect’s possibilities from the 
outset. And we talk nothing but actual selling, with the 
points predetermined. This wastes neither the pros- 
pect’s time or ours, and the saving of time in conversa- 
tional preliminaries amounts to much when as many as 
1000 cards are to be handled. 

“Of course, we are not trying to compile a prospect 
list which will include every possibility in our territory 
—that would require many years more, and isn’t the 
point we are trying to reach. This system simply keeps 
us supplied with as many prospects as we can reason- 
ably contact. The list has this outstanding advice; it is 
self-pyramiding, and is in use constantly while new cards 
are being turned in.” 

By adhering religiously to this system, the jewelry 
company has listed a total of 4000 prospects in its 
vicinity; it has a knowledge of these, and an exact con- 
trol over special promotions which will be valuable for 
many years to come. About 25% of the list brings re- 
turns during the first year, the remaining percentage 
scattered out over three years following, with less than 
5% useless. Consequently, the firm has built up a solid 
business in individual sales which when totaled, show 
profits equal to those of the best store campaigns. Be- 
fore buying trips, buyers of each department skim 
through the cards on file, and notes whatever merchan- 
dise has a definite market. They then make a determined 
effort to get this merchandise at once. When rare stones 
or other pieces crop up, the card file shows at once 
whether it will be profitable to buy them. Although five 
years were required to build this file to its present im- 
portance, it has paid excellent results in more profit, 
wider fields, prestige, and general institutional good will 
for the store. 
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Write for details 


yore 


GOLD STAMPING MACHINE CO. 


a, ae ee oe ee ee ee ee ee ee ee ee ee 





BE UP FRONT 


with the official 


CIVILIAN DEFENSE INSIGNIA 





@ One pin that every man or woman interested in 
Civilian Defense will want to wear. Official seal of 
the Civilian Defense Service, it will soon be the 
badge of the greatest fraternity this country has ever 
known. Red, white and blue enamel on rolled gold. 
Practical 14” size. Lapel button or pin model. 
Counter display and advertising mat supplied with 
your shipment, Order now and get first chance at 
the profits it holds forth. 


BROSLAN JEWELRY COMPANY 
767 Lexington Avenue, New York 
Telephone REgent 4-6129 


, a a ae a a a a ae a ae a ae ae a ees 
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te Leather Goods, Writing Papers, Xmneis Covel 6 
es and a host of other gift items can be made 
ght more personal and appealing right in your 
S = store with this amazing little machine. 








LATEST! 
MOST ATTRACTIVE! 


PINK GOLD 


ALSO 
RED, YELLOW & WHITE GOLD 


PLATINUM 
GET THE BEST 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N. Y. 


Our Reputation Is Our Success 
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IDENTIFICATION BRACELETS 


With Authentic Insignia 
ARMY—NAVY—AIR CORPS 


Made in 
‘Sterling Silver 


Also 12/20 G. F with 
Plate 12K on Sterling 


SIMONS BROS. COMPANY 
269 §. 9th St. Philadelphia 








ROYAL PRESENTS 


NO. 2067 





BEAUTIFUL 
CRYSTAL 
SPRAY 
PIN— 


OF ALL IMPORTED 
STONES 


TO RETAIL AT 


$9.95 


OTHER PINS TO 
RETAIL FROM 
$1 TO $15 


Write for Samples! 


ROYAL NOVELTY CO. 


909 PENN AVE. 
PITTSBURGH, PA. 
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INDIO GUILD HELPS MEMBERS SELL 


Jewelers in ten cities and towns of eastern Indiana 
and western Ohio are getting sales promotion and store 
operation ideas from their membership in the Indio Jew- 
elers’ Guild. The name “Indio” is a combination of the 
names of the two states from which the jewelers hail. 

The organization is highly informal, with only nomi- 
nal dues—just enough to provide the few dollars a year 
required for postage and the like. 

“We started out five years ago with the idea of co- 
operative buying,” explained William S. Rindt, of 
Jenkins & Co., Richmond, Ind., current president of the 
guild, “but this is now only a background feature of 
our activities. Our most important results have come 
from interchange of ideas in merchandising and store 
operation; the benefits we derive from criticisms and 
suggestions of members; exchange of merchandise; and 
the stimulation that comes from contact with other fel- 
lows who are all trying to do the same thing. 


“Our members get together once a month at one of 
the stores in the group. We try to arrive at the store 
about 5:30 o’clock in the afternoon, so we can take a 
look around. The host usually keeps his sales force 
there for the occasion. Members may pick up ideas 
from something this store is doing, and the fellows may 
contribute some suggestions that may be put into prac- 
tice by the member who is entertaining them. Following 
the store inspection, members retire to a local hotel or 
other eating place for dinner and discussion. Every 
other month one of the members or some outsider may 
give a talk on a topic of interest to all, such as ‘How to 
Sell More Glassware,’ or ‘Collection Letters That Get 





Rindtfoto 


A part of the membership of the Indio Jewelers Guild, with guests, 
at one of last summer's meetings. In the group are: Harold E. Miles, 
Troy, O.; "Chick" Evans, Urbana, O.; Warren Basinger, Lima, O.; 
D. Jacobs, salesman for Norbert-Meehan; Bert Ferris, Springfield, O.; 
Roy Weiland, Greenville, O.; Maury Solomon, salesman of D. Jacobs 
Co.; Joe Thoma, Piqua, O.; Bob Grey, guest; Doc Haerr, Gruen 
Watch Co., and Harold Carroll, Marion, O. Mr. Rindt was oper- 
ating the camera, and therefore does not appear in the picture. 


Results.’ Some of the manufacturers’ and jobbers’ rep- 
resentatives may be admitted to meetings. 

“A member may bring along his watch man, who may 
be able to pick up some ideas from the watch depart- 
ment of the store visited. A store may have installed 
a new lighting system or new cases, and from the in- 
stallation other members may get ideas suggesting 
changes in their own stores. All members have been 
generally stimulated in the matter of store and window 
displays. 

“We have worked out better credit and collection 
metiiods through mutual discussions of our problems. 
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In our own store collections have been improved 10 to 
20 per cent as a result of ideas we got from other mem- 
bers.” 

Interchange of merchandise is a feature that helps 
members in keeping their stocks under control, Rindt 
explained. A store, finding it has overbought a certain 
item, may get in communication with the others and find 
some fellow jeweler who is glad to take over part of 
the goods. Little actual group buying is done because 
of the varying needs of the different stores. But often 
catalogs and other promotional material may be bought 
together at a saving. These items usually carry the 
special guild crest, which is also featured by members 
in local advertising. 

Members alternate mechanical window displays, thus 
working out savings up to 75 per cent. The group is 
often invited to occasions where members can meet job- 
bers and salesmen of firms they buy from, and these 
contacts have helped in facilitating purchases, and in 
getting knowledge of lines members were not previously 
acquainted with. 

Membership takes in the following individuals and 
stores: Mr. Rindt, Jenkins & Co., Richmond, Ind.; 
Marshall Pyle, Kraus & Co., Kenton, O.; Roy Weiland, 
Greenville, O.; Harold E. Miles, Troy, O.; Warren 
Basinger, Lima, O.; Howard “Chick”? Evans, Evans & 
Son, Urbana, O.; Harold Carroll, Marion, O.; Harry 
Hart and Ray Snyder, Hart & Snyder, Upper San- 
dusky, O.; Adolph Thoma, A. H. Thoma Co., Sydney, 
O.; Joe Thoma, A. Thoma & Sons, Piqua, and Bert 
Ferris. Sterling Jewelry Store, Springfield, O. 


MAIL SLOT GETS EVENING ORDERS 


Since the installation of a mail slot in its entrance 
from the Palmer House arcade two years ago, C. D. 
Peacock, Inc., Chicago, has received 12 extra orders a 
week on the average, simply from customers who have 
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lf banks receive cash 
deposits after business 
hours, why can't jewelers 
use the same system to 
cultivate orders? C. D. 
Peacock, Chicago, pro- 
vides this slot to make 
it easy for window- 
shoppers to place orders 
when the store is closed. 
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used this facility. The mail slot was planned so that 
Palmer House guests and after-hours window shoppers 
would find it easy to place orders. It is shown in the cen- 
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CASH IN ON THE WORLD'S 


MOST EFFECTIVE SALES STIMULANT! 


Right now’s the time to put a brand new Kawneer 
Store Front to work for you—holding old custom- 
ers, attracting new ones. Lots of them, too. 





The effect is really amazing—as thousands of suc- 
cessful merchants in every line will tell you. It’s 
an investment that pays spectacular dividends the 
first year, and every year for a long time to come. 


Write Kawneer today, for free illustrated store front 
booklet and facts on superior Kawneer Store Front 
features that mean greater value for your money. 


Kawneer 
STORE FRONTS 


COUPON BRINGS YOU ILLUSTRATED 
BOOKLET ON NEW STORE FRONTS 
a Oe 


The Kawneer Company, Niles, Michigan 
Please send free copy of your new illustrated store front 
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ter of the accompanying picture, together with the in- 
structions given these customers for placing orders. 
The idea, originally used by banks to take care of late 
deposits, could be advantageously used by any store 
maintaining a window display, whether prices are 
marked or not. For marked goods orders could be solic- 
ited and for unmarked goods, inquiries could be pro- 
moted by using such a mail slot. Many people with 
money to spend see things in windows when they are out 
at night which they would buy if they could buy right 
then; but later they forget about the articles or lose in- 
terest in them by the time the store is open and so extra 
sales are lost. By making it possible to order goods 
when the store is closed, Peacock’s have obtained consid- 
erable extra or bonus business with very little effort. 





SLAGLE, JR., PIONEERS HIGH SCHOOL SALES 


“Vernon Slagle. Watches, Diamonds, Silverware, Lug- 
gage, Watch Repairs.” So said the business cards used 
last year by Vernon Slagle, son of Robert J. Slagle, 
Houston, Tex., jeweler, and regional vice-president of 
ANRJA. 

A true chip off the old block, Vernon represented his 
father’s store while a senior in Lamar High School, and 
accrued school business totaling $325. He got a great 
kick out of soliciting the sales, as well as collecting the 
commissions. 

So successful was Son Vernon in rustling up high 
school students’ trade, that Mr. Slagle, Sr., intends this 
year to have a business representative in each of Hous- 





ton’s high schools. With a young man representing the 
Houston Watch Co. in the five schools, Mr. Slagle hopes 
to build between $1,500 and $2,000 worth of additional 


Vernon Slagle, who was 
such a wiz at selling to 
schoolmates last year 
that his dad, "Bob" 
Slagle, this year will 
have a young man rep- 
resent the Houston 
Watch Co. in each of 
the city's high schools. 





business of the sort Vernon pioneered. 

Vernon, who graduated last spring, will spend part of 
September training the five new student salesmen in his 
“know-how.” 


Now that schools are getting under way again, an- 
nounce a contest to whet interest in local interests. 
Award prizes for the best ceramic or silver design ex- 
pressing your district’s dominant activity whether it be 
defense, coal, agriculture or whatever. See your depart- 
ment of education now to enlist the active cooperation of 
art and craft teachers. 














others too numerous to tabulate. 


WRITE! WIRE! 








Are you Considering 
GOING OUT OF BUSINESS 


A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us, consult the Jeweler’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


R. Hamel, Lewiston, Me., $25,000. Fred W. Brock, Elberton, 
Ga., $20,000. Newsalt’s, Dayton, Ohio, $500,000. Siebel’s, 
Saginaw, Mich., $65,000. Koch’s, Savannah, Ga., $50,000 and 


We'll call on you at our expense, 
and of course keep your com- 
munications confidential. 





OR SELLING 
SURPLUS STOCK 
that should be convert- 
* ed into cash? Ship it 

to us. Within 24 hours, 
our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. If 
unsatisfactory, your 
merchandise shipped 
back to you at once! 











ordon 


Brothers 


Cash Buyers of Jewelry Stocks and Fixtures 
18 PROVINCE ST. BOSTON, MASS. 
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For the Gem Expert, Connoisseur and Student of Gemology 


For the Jewelry Repairer, Engraver, Plater and Enameler 


JEWELRY REPAIRERS’ HANDBOOK J. G. Keplinger $1.25 
JEWELRY, GEM CUTTING AND METALCRAFT W. T. Baxter $2.50 
REFINING PRECIOUS METAL WASTES C. M. Hoke $5.00 
SHORT COURSE IN ENGRAVING FOR JEWELERS William Kassel $ .50 
ART MONOGRAMS AND LETTERING (PAPER COVER) J. M. Bergling $2.00 
METALCRAFT AND JEWELRY Emil F. Kronquist $2.25 
TESTING PRECIOUS METALS WITH THE TOUCHSTONE ©. ™. Hoke $1.00 
MODERN ELECTROPLATER Kenneth M. Coggeshall $3.00 
PREPARATION OF PRECIOUS AND OTHER METAL 


WORK FOR ENAMELLING H. deKoningh $1.50 


On Silver for the Jeweler, Collector and Antiquarian 
@ THE STERLING FLATWARE PATTERN INDEX With Binder $15.00 


@ MARKS OF EARLY AMERICAN SILVERSMITHS WITH NOTES 
ON SILVER SPOON TYPES AND LIST OF NEW YORK SILVER- 


SMITHS (1815-1841) 


@ ENGLISH SILVER (1675-1825) Stephen G. C. Ensko and Edward Wenham $2.50 
@ OLD SILVER, ENGLISH, AMERICAN AND FOREIGN 6S. B. Wyler $2.75 


THE JEWELERS’ CIRCULAR-KEYSTONE 


CHESTNUT & 56th STS., PHILADELPHIA, PA. 








Books. that will | 


help your business.. 


| = a group of books written in an 
interesting, instructive and authoritative manner on 
such pertinent subjects as gems, watches, clocks, silver- 
ware, jewelry making and repairing, engraving, plating 
and enameling. 


All prices net—no accounts opened for book purchases. 
No books sent on approval. Prices subject to change without notice. 





@ GEM STONES (NEW EDITION) G. F. Herbert Smith $4.00 
@ DIAMONDS Frank B. Wade $2.00 
@ DICTIONARY OF GEMS R. J. Rogers $1.50 
@ GEMS AND GEM MATERIALS Drs. Kraus & Slawson $3.50 
@ GETTING ACQUAINTED WITH MINERALS ~ George L. English $2.50 | 
@ HANDBOOK FOR THE AMATEUR LAPIDARY J. H. Howard $2.00 | 
@ PEARLS W. J. Dakin $1.00 
@ STORY OF THE GEMS H. P. Whitlock $3.50 
@ TEXT BOOK OF PRECIOUS STONES Frank B. Wade $2.50 | 
@ A KEY TO PRECIOUS STONES L. J. Spencer $2.75 
@ PRECIOUS and SEMI-PRECIOUS STONES Michael Weinstein $3.00 
@ THE STORY OF DE BEERS H. A. Chilvers $6.00 | 
For the Skilled Watch and Clock Maker, the Apprentice and Student ; 
@ CLOCKS AND WATCHES G. L. Overton $1.25 
@ JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
@ MODERN ELECTRIC CLOCKS S. F. Philpott $2.75 
@ MODERN METHODS IN HOROLOGY Grant Hood P $2.50 
@ PRACTICAL BALANCE AND HAIRSPRING WORK W. J. Kleinlein $3.50 
@ RULES & PRACTICE FOR ADJUSTING WATCHES W. J. Kleinlein $3.50 
@ WITH THE WATCHMAKER AT THE BENCH [hird Edition Donald de Carle $3.00 , 
@ THE WATCH & CLOCKMAKER’S HANDBOOK, Late Frederick J. Britten $2.65 

DICTIONARY AND GUIDE 14th edition revised $6.00 : 
@ ELECTRICAL TIMEKEEPING F. Hope Jones $3.00 
@ MODERN CLOCKS—THEIR DESIGN AND MAINTENANCE 7. &. Robinson $2.25 : 
@ PRACTICAL BENCHWORK FOR HOROLOGISTS Louis and Samuel Levin $5.00 i 
@ KEYSTONE WATCH REPAIR RECORD BOOK $2.00 ‘ 4 












Without Binder $10.00 








By the late Ernest M. Currier $16.50 













100 E. 42nd STREET, NEW YORK CITY, N. Y. 
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PLENTY 3° 


¢ PROFIT! 


Feature $ 
the sensational 


















@ Irons with or 
without steam 
e ends lifting, 
ends drudgery 
enew head- 
light, glow 
cone, speed 
selector, other 
vital features 
@ listsat$12.95 
(Steamer extra) 


This newest Proctor inventiou 
provides in one iron everything 
needed for steam as well as dry 
ironing. It’s being advertised 
the Proctor way in national 
magazines. Get our special offer 















on “package” containing this 
and the “under $10” Proctor $99 
Never-Lift. It pays you 44% 
profit! Act quick! Write to... 


PROCTOR ELECTRIC COMPANY 


Sales Division, Proctor & Schwartz, Inc. 
Third Street & Hunting Park Ave. 


First time a Proc- 
tor Never-Lift at 
‘Sunder $10”’’ 
price. Always for- 
merly sold to 
list at $12.50. 














FULMER & GIBBONS, INC. 


CREATORS 


OF THE UNUSUAL IN 


DIAMOND JEWELRY 


214-218 SOUTH 12TH STREET 
PHILADELPHIA, PA. 











Philadelphia Est. 1883 





TO HEIGHTEN THE ENJOYMENT OF 


Your bis illo Hew 


stay at 


THE BILTMORE 





Enjoy all that is best in luxurious comfort, 
high-quality meals, and perfect service at this 
most convenient and distinguished address. . 
the rates reflect outstanding values. 


“Make New York Your Vacation City" 
Jl. 

: i 

BILTMORE 


David B. Mulligan, President 
MADISON AVENUE AT 43RD STREET, NEW YORK 


Direct elevator and stairway connections with Grand Central 
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SAN FRANCISCO CHICAGO ° 
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July 12, 1941 


Mr. P. UM. Fahrendorf, 
Jewelers' Circular-Keystone, 
100 East 42 Street, 

New York, N. Y. 


Dear Mr. Fahrendorf; 


I am sure that you will be interested to learn that, be- 
sides the inquiries we got in America on our recent ads 
in the Jewelers' Circular-Keystone, which resulted in sub- 
stantial orders, we have also received inquiries and re- 
sultant business from Havana, Cuba, Curacao, N.V/.I. and 
Aruba, N.W.I. 


You may reserve a two page spread for us in the August 
issue. 


Yours very truly, 





J 











FOR WIDEST DISTRIBUTION OF YOUR PRODUCTS 
_ AT MINIMUM COST, USE 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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THE WAY IT'S WRAPPED IS IMPORTANT 


HEY say a girl is interested in a man with a past, 

because a past is always interesting; a man with 
a future, because it is so hopeful; yet she falls every 
time for a man with a present and the more attractive 
it looks, the harder she falls. So gift merchandise, col- 
orful and beautiful, forms an important part of the 
progressive jewelry store. 

Drawing interest presentwards in this connection is 
a special activity of Benton’s, Seattle, Wash., which 
focuses attention on prizes and presents for party favors, 
as well as gifts for every occasion. 

Beating a track to Benton’s on University way, not 
far from the campus of the University of Washington, 
folks go for party packages, and the carefully wrapped 
parcels as advertised. 

Thus squarely in the picture of the current campaign 
is the gift wrap graphically depicted, for Benton’s knows 
the value of distinctive wrapping, and the “look” of a 
present, as an advertising feature, or drawing card. 

It is well nigh axiomatic that dressing up the gift 
creates more sales and extends the art of giving through 
the jewelry store. A great percentage of sales are based 
on eye appeal, through the “lo and behold” of a pretty 
package coyly wrapped, which sharpens the appetite 
in the present. 

Year-round gift business is created in the Benton 
gift department by constant campaigning, featuring the 
gift as a party favor or for prizes between the holidays, 
festivals, and usual gift-giving season. 

On less present-exchanging occasions there may be a 
slump in ordinary gift departments—but beribboned 
boxes and a bridge gift and party prize campaign keeps 
interest and importance in the Benton gift alive through- 
out all seasons. 

Clever choice of wrappings brings recognition and 
appreciation, and makes the present, even though it may 
be small, more appreciated. Attractive exteriors are the 
build-up for effective interiors. 

While red ribbon may be used, there’s no red tape, 
of course, to such a department, which goes to the heart 
of gift-giving by the most direct method. Boxes are 
wont to glorify the gift and give the jeweler a good 
name, or carry it further in prestige and popularity. 
And this is a most important point to gift merchandising. 
The jeweler interested in gift-giving has something there 
in a merchandising way. . . . Yes, sir, attractive gift 
wrapping is a gift. 





Gay caRRING display for a small Window was used 
with success by Macy’s. A window card read, “We’re 
up to our ears,” for a display in three diagonal rows 
of casually sketched ears with a real blue enameled 
earring on each lobe on white drawing paper. Back- 
ground was in red and the foreground showed three 
double rows of white enameled earrings. 

* & & 


ARE YOUR SALESPEOPLE party planners? Develop the 
functional approach to your merchandise by informing 
your salespeople on its uses. Get them to thinking in 
terms of linens, silver, prizes for this or that party 
rather than as isolated items. One person might even 
be designated and promoted as your “party planner.” 
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ZIRCONS 


(WHITES OR BLUES) 


Precious 
STONES 


Semi-Precious 








MAIL ORDERS 
FILLED 
PROMPTLY 


& ZIRCONS (WHITES OR BLUES) 


@e GENUINE WHOLE 
PEARLS au sizes) 


@ CAMEOS 

@ SYNTHETIC STONES 
@ AMETHYST—TOPAZ 

@ AGATES rtain or orien 
@ CULTURED PEARLS 


Special orders in cutting—encrusting 
— drilling given prompt attention. 


Max Stern & Co. 


Importers of Precious and Semi-Precious Stones 


17-23 JOHN ST., NEW YORK 
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Completely 
Revised 
and 
Up to date 


CONTAINING 
%308 Active Patterns 

% 605 Inactive Patterns 
%415 Obsolete Patterns 








new Salesman for your Store! 


THE STERLING FLATWARE PATTERN INDEX 


HE Sterling Flatware Pattern Index is a specialized dictionary of flat- 
ware patterns. It is indispensable for tracing patterns to be matched, Inf » 
and for making selling suggestions to your customers. nformation 


| 
| 
found in no 
it is completely revised and up to date. For quick, easy reference the pat- 
} 








tern names are arranged alphabetically under one combined index and other sin gle 
again by companies using them. They are beautifully illustrated, in actual 
size, on fine coated paper and enclosed in a rich leather ring binder. publ ication 








The Sterling Flatware Pattern Index is in loose leaf form so that revisions 
can be conveniently inserted to keep it perpetually up to date. It is an 
attractive addition to your every day selling tools. ‘i 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York, N. Y. 
Chestnut & 56th Streets, Philadelphia, Pa. 


Enter our order for a copy of the STERLING FLATWARE PATTERN INDEX. 


Check for $.................... is enclosed. 

; Rye eee eT ae ORM Aare oe ee ee 
With Binder $15 [1] ee a 
Without Binder $10 [1 TTP MS ETE i el atl at 
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THE STORE-DAY PROFIT SYSTEM 
By FRED MERISH 


OMMERCIAL counselors advise the jeweler to pre- 

pare profit and loss statements monthly to deter- 
mine the progress of his business. Monthly statements 
enable the jeweler to check up on leaks quickly, to inject 
more pep into sales if the records show that they are 
falling behind, to switch sales from low-margin goods 
to higher-margin merchandise if the monthly statement 
shows that gross margins are too small to take care of 
overhead and a satisfactory net profit. 

In more than 50 per cent of the cases studied we find 
that jewelers do not have monthly statements compiled 
and the main reason given is that they take too long to 
prepare because of the physical inventory necessary to 
arrive at accurate net profits. The jeweler may have 
limited clerical help, which prevents issuance of a 
monthly profit and loss statement, and therefore, does 
not feel that he can afford employing additional help 
just to get figures on monthly profits and losses. If 
he keeps a perpetual inventory, the compilation of a 
monthly profit and loss statement is more simple, yet, 
to be absolutely accurate, the inventory records should 
be checked against the actual stock. No matter how ac- 
curately the records are kept, there will be discrepancies. 

Recently a method has been developed by which the 
jeweler can determine with a minimum of clerical effort, 
not only how much profit he makes in any current month, 
but how much he makes in a day. No inventory is re- 
quired. The importance of this information each day is 
great because it enables the jeweler to make immediate 
adjustments to rectify conditions when gross profits slip 
for any reason. This method is called the “store-day- 
profit system.” This is how it works. 

Take the total expenses for the 12 months immedi- 
ately preceding and divide this total by 300, which, de- 
ducting Sundays, holidays and half-holidays from 365 
days in a year, represents the approximate number of 
store days in a year. This gives the average daily ex- 
pense for your store. After arriving at this figure, it is 
a simple matter to take your average gross profit or 
margin on sales for any day and deduct the daily ex- 
pense to get the net profit in dollars and cents. You 
know whether you are making money or losing money 
each day. If the loss is substantial you can check easily, 
find out why and stop the leak before it becomes a flood. 

To illustrate in figures. If expenses for the past 12 
months totaled $6,000, dividing by 300 store days in a 
year, your daily store expenses are $20. If gross profit 
or margin on sales for the past 12 months averaged 50 
per cent and you sell $100 worth of goods on any day, 
the gross profit or margin is $50. Deducting $20 daily 
expenses from $50 gross profit leaves $30 net profit. 

To utilize dependable averages, it is necessary to bring 
expense totals and margin percentages forward each 
month so that figures for the 12 months immediately 
preceding are considered. Average figures might mis- 
lead if they were prepared upon the previous calendar 
year. This would mean that in December, 1940, the 
jeweler would be working on averages based upon the 
year 1939 and conditions may have changed since then. 
Bring your average figures forward each month, so that 
in December, 1940, you are making your calculations 
upon averages for months extending from December, 
1989, to November, 1940. 


FOR SEPTEMBER, 1941 





For Greater Sales 
... Bigger Profits 


Tneaswire 
MANICURE GIFT SETS 


p we Bates 








“ELEGANTE” 


for jewelers exclusively 


$25 retail 


e This is your golden opportunity to profit by the growing 
urge for beautiful, rich possessions. Elegante is the utterly 
desirable extravagance—a timely symbol of affluence that 
women everywhere covet. Dazzling Midas Mesh case equip- 
ped with Barbara Bates professional manicure accessories 


—all in finest gold-plate. 


You should take every advantage of these changing times. 
Display and promote all Barbara Bates Treasure Manicure 
Sets because they are attention getters, bring customers into 
your store—and are in complete harmony with everything 


good jewelers want to sell. 


Makers of fine Manicure Gift Sets 


Bartara Bates 


C.J. Bates & Son « FACTORY: CHESTER, CONN. 
SHOWROOM: 366 FIFTH AVENUE, NEW YORK 
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The New 
PRINCESS GARDNER 


—— Dhitte 


_ Will Earn Tall Profits for You! 
DON’T BE CAUGHT SHORT! 


HE Second Scoop of the Year by Prince Gardner! 

Be sure to start upon the New Debu-Pac, too! 
It’s just what women have been looking for, for years! 
Ideal for sports occasions when burdensome purses 
are a nuisance! Nationally advertised in VOGUE 
during the peak season the DEBU-PAC rounds out 
a full line of Prince Gardner products that will make 
this, the biggest year in history. Counter cards and 
newspaper mat are Free with every order. 


FITS IN THE PALM 
OF THE HAND 


Fits in the palm of the hand—in any 
purse or any pocket. Holds Keys— 
Coins—Cards and Bills. Women like 
it because it holds important things 
and they don’t have to shuffle through 
their bags to get what they want. It 
comes in six color combinations. The 
re ee a easily removed Push- 
of-the-Thumb Key case hook is built 
in, making the Debu-Pac as fine an ac- 
cessory as ever designed for women. 





way 


PRINCE GARDNER 





PRINCE GARDNER 


<3 oe 20) 5)} eels iler \clome, | 3'\ ie) 4 Gumge) ce), age) 


Pineat19th 365. StateSt. 3585thAve. 468 King St.W. 
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VER 1000 buyers crowded the 15th floor of the 
Merchandise Mart on the opening day of the Gift 


Show there on Aug. 4. Advance tabulations on the two- 
weeks show indicate an attendance 20 per cent ahead 
of the 1940 show, surpassing all previous records. Dollar 
volume was conservatively estimated at 50 per cent 


higher. oa * 


At tHe Cuicaco Girr Suow, held at the Palmer 
House, Chicago, Aug. 4 to 15, under direction of George 
F. Little Management, close to 40 per cent of jewelers 
were in attendance. Exhibitors reported a doubled vol- 
ume of order-taking by jewelers on gift wares apart 
from the jewelers’ usual activity in china, glass and 
pottery. Floral centerpieces, wood and tole wares, sta- 
tionery, art prints and candles were among items show- 


ing the most startling gains. 
* * * 


In Los ANGELES, at the 14th California Gift and Art 
Show, James F. Bone, show manager, reports that final 
figures will show more jeweler attendance than at any 
previous show. Eastern jewelers registered in unex- 
pected numbers, and bought heavily in pottery native 
to the Los Angeles district, a group which comprised 
40 per cent of the 35,000 lines shown. Western jewelers 
placed record orders for outdoor cooking sets, also plas- 
tic household accessories and furniture. 

* * * 

Tue Juty BarRoMETER of wholesale buying, prepared 
by the Merchandise Mart, reports a 35.3 per cent in- 
crease over totals of a year ago in china, glass and 
pottery. Giftware manufacturers topped May totals 
by 4 per cent, and those of a year ago by 36 per cent. 

* * * 

ANNOUNCEMENT Is MADE of the appointment by E. 
Brain & Co., Ltd., England, of J. H. Venon, Inc., 212 
Fifth Ave., New York, as exclusive distributors in the 
United States of Foley English bone china. A tea-set 
from the new display at the Venon showrooms is shown 
on the gift pages of this issue. 

* * * 

THE NEED FOR MORE SPACE has resulted in the leasing 
by Copeland & Thompson, Inc., 206 Fifth Ave., New 
York, of an entire floor of the building next door at 208 
Fifth Ave. The move will facilitate distribution of aug- 
mented stocks of Spode English bone china, of which the 
company is exclusive distributor in the United States. 

* * & 

New sHowrooms have been established at 235 E. 42 
St., New York City, by Elizabeth Chellson, formerly of 
225 Fifth Ave. Newly*designed lines are on display, 
comprised of Rector Studio’s decorative accessories; 
Mari trays; Elizabeth Chellson linens and Dorothy Sim- 
mons cards. a 

RECENTLY OPENED at 225 Fifth Ave., New York, are 
the showrooms of Seymour Mann, where an unusual line 
of decorative accessories, including plaques, figures and 
figurines, are on display. 
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in the Best Places 
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PRINCE GARDNER 
“stitch ML LSIIAAA 
WILL EARN TALL PROFITS ~—_\FOR YOU! 


‘ 


2 BILLFOLDS IN 1 


PERFECT FOR THE 17,000,000 SELECTIVE 
SERVICE MEN! Special nine-section card and 
pass compartment can be detached, leaving 
Smart-—-Wafer-Thin Billfold for Evening use. 


Don't Be Caught Short 


It’s a sensation! It’s the Only billfold of 
its type made! Leave in the individual 
isinglass Card and Pass compartment or 
take it out—whichever is handiest for the 
moment. It’s a Pre-Tested Money-Maker! 



















en 





D It’s a natural for dealers who are always 
gp looking for something new and different! 


Order a sample stock—Today! Dealer 
Aids Free with every order! 


4 0 W. / The Registrar — Clas- 
sifier and Paymaster are deliver- 
ed in newstylish open-face box- 


2 actual items to ST. LOUIS CHICAGO NEW YORK 1f0) 10) hfe) 
1 


: ! 
splayed as delivered! Pine at 19th 36 S. State St. 358 Sth Ave 468 King St. W. 
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A Priorities-Free 


Gift Department 


by J. RICHARD IANDER 


ECENT queries from jewelers indicate some con- 

cern as to what effect defense priorities will have 

on their gift and art departments. One jeweler tells of 

having built up a nice business in aluminum, only to find 

he can stock it no longer due to its conscription for 
defense. 

As long ago as last April this department in an article 
entitled, “A Defense Program For That Gift Depart- 
ment,” touched on this problem, pointing out that in the 
interests of defense, demands of the luxury market ob- 
viously must wait until those of defense were satisfied. 
It is a little early yet to predict just when that will be. 
“At all times,” the article stated, “jewelers should build 
a diversified line of gift and artwares, so that if items 
of one type are unavailable for the time being, other 
types may be offered to offset any possible sales loss.” 
This statement has come realistically true today. It is 
wholly up to the individual jeweler to convince himself 
that in diversification of giftwares lies protection from 
defense priorities. 

What is priority-free? China is, and glass, decorative 
crystal; pottery and ceramics; carved woods; leather 
novelties. Plastics, to a great extent, are available— 
even some metals, such as silver and pewter. In these 
latter, it is interesting to note that the sales popularity 
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"Peri'—a new carved crystal group of bowls and 

vases, employing deep sand-carved technique and de- 

signed in proud Norse tradition. Prices retail range 

$8 to $18. Janis, Tarter, Greeman, Inc., 225 Fifth 
Ave., New York. 


Non-tarnishable, priority-free pewter contains no lead 

which darkened previous pewter, Classically styled 

three-piece tea set, especially fitted to jewelers’ needs, 

Retail, $18.50. Ann Slater, 15-104 Merchandise Mart, 
Chicago. 





Crystal and silver 
plate candlesticks 
replacing designs 
formerly of brass or 
chrome. Retail, $12 
per pair. National 
Silver Deposit Ware 
Co., Inc., 1553 Mer- 
chandise Mart, Chi- 
cago. 





Opaque, antique- 
style, milk glass 
frame, with match- 
ing clock and tray. 
All hand-painted 
decorations, fast- 
colors, wide variety 
of designs. One of 
the new style groups 
in glass and plastic. 
Retail, $20 each. 
Lenart Import, Ltd., 
550 Fifth Ave., N. Y. 
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MIRRO FRAME AND CLOCK: Two leaders in the Mirro line of 
crystal frames, clocks and trays that have made an instant hit. 
The Frame, No. 3068 F, in size 8" x.10", is $7.50. The Clock, . 
No. 3608 C, is $8.25. A Perfume Tray to match, No. 3068 T, is 
$7.50. Prices are wholesale . . . These Mirro numbers shown 
HAND MADE WOOD TRAY | above are fashioned from hand drawn, clear crystal rods dec- 
orated with carnations, wholly hand-painted. The metal trim is 
heavily plated and will not tarnish. Other numbers, of varied 
decoration and design from $6.75 per doz. up. 








Grooved ends, comb grain oak (pickled pine finish) 
$3.75 each. 


HIGHBALL GLASSES 


Sand blasted, hand blown, in popular Zombie style 
with a tropical Bamboo design. $13.50 a dozen. 


@ 
A New Illustrated Folder Will Be Sent on Request 


Wholesale prices listed. | e 


LENART IMPORT, Lta.||) A. STANLEY BRUSSEL 
550 FIFTH AVE. NEW YORK CITY | 225 FIFTH AVE. NEW YORK 




















« hate HEIRLOOMS IN GLASS 


’ , f 5 e. D 
Above: Greek Horse Cigarette Box—Designed S [ r SES = 4 
by Carl Schmitz—5” Long—Retail $3.50 Handmade Si tecling eae S - 
VERLYS ; Priced to Retail at $6.00 
presents an outstanding op- 
portunity for Better Jewelers who seek Three scintillating numbers from LEONORE DOSKOW'S 
added channels of profit in quality gift well-known sterling silver 
items. Verlys national advertising for 
Christmas will be more compelling LINE FOR JEWELERS 
1 than ever. s Send for catalogue Visit our showroom 
Write f talog featuring th ° ° 
"Series by CARL SCHMITZ LEONORE DOSKOW, Silversmith 
VERLYS OF AMERICA, INC. 49 WEST 27th STREET NEW YORK CITY 
342 Madison Avenue, New York 
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Foley English bone china tea-set from a 

wide stock of this imported quality china 

now available in this country. Exclusive U. S. 

distributors, J. H. Venon, Inc., 212 Fifth 
Ave., New York. 


Unbreakable plastic panther with matching 
base is replacement for formerly imported 
crystal animals. Retail, complete, $15. 
Glamite, Inc., The Merchandise Mart, Chi- 


of sterling novelties and pewter ware is _ rapidly 
mounting. It carries the happy hint that the public mind 
is not so set as to refuse a substitute. If you stock, they'll 
buy. Mrs. Smith may have walked in all set to buy an 
aluminum tray that you haven't got. It is up to you 
whether she walks out with a pewter one, or one of crys- 
tal, or wood, or what-have-you. 

Consumer buying power is there like it hasn’t been for 
years, but only a fully diversified stock, only a wholly 
representative gift department will satisfy the public’s 
heterogenous taste. That a further increased number of 
jewelers throughout the land realize this is indicated by 
their heavier attendance at the recent gift shows in 
Chicago, on the West. Coast, and in New York, where 
they aggregated close to 35 per cent of the total of 
buyers, ordering nearly everything in sight. If there 
was any pessimism as to defense priorities among them 
it went undiscovered. One jeweler’s remark, “We'll sell 
"em something!” seems to neatly sum it up. 


Lustreware miniature pitchers from the hills 

of Virginia, in Colonial and modern pat- 

terns. Height, 144" to 2!/", priced $1 to 

$2.50 each retail. From a full line of lustre- 

ware, including dinner, tea and coffee sets. 

Southern Highlanders, Inc., 225 Fifth Ave., 
New York. 


Copper tray with 
crystal relish 
dish, introduced 
after limitations 
on aluminum. 
Pressed Paisley 
design; retail, 


Spode's British War 
Relief Society beak- 
ers with two official 
insignia, front and 
back. For hot or 
cold drinks, or as $4.95. Keystone 


vases or decorative bh Lee — Silver Co., 15- 
pieces.. Retail, $2. a? <ceery oe ‘ 112, Merchandise 
Copeland & Thomp- Mart, Chicago. 
son, Inc., 206 Fifth 

Ave., New York 
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Feature % 
the sensational 
new 









PRO 
WEvER Yr 


pecep Ine” . 
WITH STEAME 







@ Irons with or 
without steam 
@ ends lifting, 
ends drudgery 
enew head- 
light, glow 
cone, speed 
selector, other 
vital features 
@ listsat$12.95 
(Steamer extra) 


This newest Proctor inventiou 
provides in one iron everything 
needed for steam as well as dry 
ironing. It’s being advertised 
the Proctor way in national 
magazines. Get our special offer 
on “package”’ 











containing this 
and the “under $10” Proctor $99 
Never-Lift. It pays you 44% 
profit! Act quick! Write to... 


PROCTOR ELECTRIC COMPANY 


Sales Division, Proctor & Schwartz, Inc. 
Third Street & Hunting Park Ave. 


First time a Proc- 
tor Never-Lift at 
“funder $10’’ 
price. Always for- 
merly sold to 
list at $12.50. 











Philadelphia Est. 1883 








TO HEIGHTEN THE 


ENJOYMENT OF 


Yourlinit t Hew York 


stay at 


THE BILTMORE 





Enjoy all that is best in luxurious comfort, 
high-quality meals, and perfect service at this 
most convenient and distinguished address . . 
the rates reflect outstanding values. 


“Make New York Your Vacation City" 


 . 
BILTMORE 


David B. Mulligan, President 


M Ads ON AVENUE AT 43RD STREET, NEW YORK 


Direct elevator and stairway connections with Grand Central 
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FULMER & GIBBONS, INC. 


CREATORS 


OF THE UNUSUAL IN 


DIAMOND JEWELRY 


214-218 SOUTH 12TH STREET 
PHILADELPHIA, PA. 
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_THe AmeRICAnN JEWELERS _feeee Inc. 
— = 


CHICAGO 





July 12,1941 


Mr. P. M. Fahrendorf, 
Jewelers' Circular-Keystone, 
100 East 42 Street, 

New York, N. YX. 


Dear Mr. Fahrendorf; 


I am sure that you will be interested to learn that, be- 
sides the inquiries we got in America on our recent ads 
in the Jewelers' Circular-Keystone, which resulted in sub- 
stantial orders, we have also received inquiries and re- 
sultant business from Havana, Cuba, Curacao, N.V/.I. and 
Aruba, N.W.I. 


You may reserve a two page spread for us in the August 
issue. 


Yours very truly, 


IMP RIAL YUArLy 














FOR WIDEST DISTRIBUTION OF YOUR PRODUCTS 
_ AT MINIMUM COST, USE 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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R- WALLACE & SONS MFG:CO: 
© Sit lversmithr.5 


FOUNDED 
‘eas 


WALLINGFORD CONN vu s 
January 17, 1941 


Mr. Fred Cole. Editor 
Jewelers' Circular-Keystone 
100 Bast 42nd Street 

Mew York City 


Dear Fred: 


I have heard some of our advertisers say that 
trade paper advertising does not pay. 


Just thought you might be interested to know 
that the results of our Grande Baroque announcement in 
the Circular are most pleasant. 


Without mentioning names, we have received some 
very substantial orders @irect from this ad, from some of 
the finest jewelers in the country. We have had a good 
number of telegrams, letters and ‘phone calls as the result 
of this ad, starting the day after publication date, Sorry 
I can't name names and give more facts, but believe me the 
direct results would knock you for a loop. 


With kindest personal regards, I am 


Cordially 
LJHannah:B a a 


Director of Sales Promotion 
and Advertising 





FOR SELLING "PUSH" USE THE ADVERTISING "PULL" OF 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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Spode FLORENCE 


The fortunate bride who receives 
Spode dinnerware is always a prospect 
for additions to her set. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 


















Just off the Press 


For Immediate Access to Your Sources of Supply 
And Their Exact Locations 
Revised and Completely Up to Date 


HE 4lst edition of THE JEWELERS BUYERS DIRECTORY is 
ready for distribution. This familiar little book, so convenient for 
quick refereace to your sources of supply, has been completely brought up 
to date to give you accurate information about where particular com- 
panies are located. Avoid confusion and delay to your customers by 
ordering a copy of THE JEWELERS BUYERS DIRECTORY so that 


you will always have easy access to buying information when you need it. 


The many pages of advertising appearing in THE JEWELERS BUYERS 
DIRECTORY is provided by manufacturers, wholesalers, and importers 


who desire to extend reliable service where you can buy with confidence. 














The Jewelers’ Circular-K 


100 East 42nd St. 


A Handy Classifi 





* Buyers 
. Directory 


of the 
Manufacturers, 


mporters 
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in the 
Jewelry and 
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for Desk and a 


Price $1.00 
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CHILTON COMPANY (INC. ) 



















$1.00 A Copy 
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THE JEWELERS' CIRCULAR-KEYSTONE, 
100 East 42nd Street, New York, N. Y. 


Please send usa copy of 1941-1942 edition of THE JEWELERS 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Sharp Tax Fight 
Marks Convention 





Differences of opinion as to the least objectionable method of applying the jewelry 
tax, which had been brought out in the hearings of both the House Ways and Means 
Committee and the Senate Finance Committee, were more strongly emphasized than 
ever in the conventions of ANRJA and NACJ held simultaneously last week in Hotel 


Sherman, Chicago. 

Special tax sessions of both or- 
ganizations, to which everyone at- 
tending the conventions was invited, 
and both of which drew capacity 
gatherings, developed into intense 
arguments, with ANRJA strongly 
advocating the principle of applying 
the tax at point of retail sale, as it 
has been doing in its support of the 
Jewelers Tax Committee, and NACJ 
equally determined to continue its 
fight to have the 


sale from manufacturer to retailer. 

Any hope that might have existed of 
reconciling or compromising the two 
points of view has definitely vanished, 
although the two boards of directors 
joined in a friendly luncheon on the 
final day. 

Wednesday night, as conventioneers 
were assembling for the banquet, word 
came over the wire from Washington 
that the Senate Finance Committee had 
assented to the proposal in the House 
bill for a 10 per cent retail tax on 
jewelry. 

ANRJA will continue--to. strive for 
action on the Senate floor to reduce the 
rate to not over 5 per cent, and Presi- 
dent Roessler of NACJ told a Jeweters’ 
Crrcunar-Keystone representative that 
his organization would continue to the 
last ditch to fight to change the base to 
the manufacturer. 

Registration, Sunday, Aug. 24, through 
Thursday, Aug. 28, was approximately 
9300, including 3000 single admissions 
and 6300 “card registrations” admitting 
holders ‘to repeated visits to the exhibits. 
Of the card registrations, 4400 were of 


tax based on the 
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HERE'S WHERE you got your badge, and that's what got you past the Pinkerton men into 


the manufacturers’, importers’ and wholesalers’ exhibits. 


The registration desk was as crowded 


as Marshall Field's stocking counters during the recent silk-shortage buying rush. Within the 
first five hours, on opening day, more than 1600 retail jewelers of 40 states registered. 


retail classification, 1612 were exhibitors’ 
representatives and 300 miscellaneous, 
including wholesalers and importers. 


Both Presidents Re-elected 


The two retail associations, which met 
in separate sessions, elected the follow- 
ing officers: 

ANRJA—Henry W. Von Unruh, Cin- 
cinnati, president; regional vice-presi- 
dents, Charles Michaels, Hartford, Conn., 
for the Northeast; Alvin Magnon, 
Tampa, for the Southeast; Clifford I. 
Josephson, Jr., Moline, Ill., for the Cen- 
tral region; Frank Pfeiffer, Parsons, 
Kan., for the Northwest; Robert J. 
Slagle, Houston, for the Southwest, and 





Armand Jessop, San Diego, for the Pa- 
cific; A. W. Anderson, Neenah, Wis., 
treasurer, and Charles T. Evans, New 
York, secretary. All of these were re- 
tained from last year except Mr. 
Pfeiffer, who succeeds the late Tinley L. 
Combs, of Omaha. 

NACJ—Ralph Roessler, Marion, Ind., 
president; J. L. Freund, St. Louis, first 
vice-president; Samuel Gerson, Detroit, 
secretary, and Lewis Litt, Chicago, trea- 
surer, all reelected; Edward Dockman, 
St. Paul, moved up from third to second 
vice-president, succeeding C. D. Kauf- 
mann of Washington, and B. G. Rudolph, 
Syracuse, formerly a director, now third 
vice-president. Leo Weisfield, Seattle, 
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OFFICIALLY SPEAKING. There were officers to the right, officers to the left—here an officer, there an. officer, everywhere an officer—at 
H. C. Kirkberg, former president of lowa RJA, is shown at the rostrum, with R. J. Slagle, 
V.P. for the Southwestern Area, at his right. These key-men discussed legislative and business-building activities for state and local groups. 


this conference of ANRJA's state executives. 


Paul Morrison, Kalamazoo, and Fred B. 
Dreifus, Memphis, were elected direc- 
tors, succeeding Mr. Rudolph, A. N. 
Slavick of Los Angeles, and Samuel 
Schwartz of Washington. Reelected di- 
rectors were William Gibson, Chicago, 
chairman; Max Getz, Cincinnati; Wil- 
liam Kappel, Pittsburgh; Clarence Olsen, 
Chicago; Col. Sam W. Becker, Houston, 
and Jess McEntee, Oklahoma City. J. 
Frank Newman continues as executive 
secretary. 

Oddly enough, the convention really 
got under way not at the Sherman in 
Chicago but at Grand Central Station 
in New York, where on Friday night, 
Aug. 22, a party of 20 New York jewel- 
ers—some with their wives, one with his 
youngsters—took possession of a car in 
The Pacemaker, the Central’s new re- 
clining-seat all-coach train. Nobody 
managed to sleep many winks at a time 
during the all-night trip, and at 2 A. M. 
Alfred Morrell, New York RJA presi- 
dent, distributed chocolate candy. 

Saturday handed a _ two-way traffic 
problem to the Sherman Hotel’s conven- 
tion staff. The National Food Distribu- 
tors Association convention had just 
closed and it required skillful juggling 
to simultaneously move out the food- 
show exhibits and move in the jewelry 
manufacturers’ and wholesalers’ multi- 
tudinous display equipment. 

However, the jewelry exhibition was 
whipped into ship-shape by 9 o’clock 
Sunday morning, in readiness for the 
first hundreds of the 2,400 first-day re- 
tail jeweler visitors, who jammed the 
exhibit area for 12 hours until 9 P. M. 
Sunday openings have been traditional 
with NACJ, to let local jewelers see and 
buy without sacrificing a day’s business. 

Likewise a perennial and favorite fea- 
ture of NACJ meetings, the Sunday 
night frolic in the famous College Inn, 
drew an attendance of 800 from both 
associations. Some jitterbugged to music 
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by Benny Goodman and his orchestra; 
all enjoyed an 11 o’clock supper and the 
floor show, with lyrics by Peggy Lee and 
table tennis by Coleman Clark, inter- 
national title-holder, and George Hen- 
dry, intercollegiate champ. 


State RJA Executives Meet 


East or West, jewelers face the same 
problems, and one way to solve them is 
through individual participation in local, 
regional, state and national association 
work—that was the essence of a lively 
conference of ANRJA officers Monday 
morning, Aug. 25, with jovial Bob Slagle 
of Houston, Tex., vice-president for the 
Southwestern region, presiding. 

Chieftains of a dozen diffcrent state 
associations spoke. Eight, who discussed 
as many aspects of organization activity, 
were Melrose Tappan, Sherman, Tex., 
president of the Texas RJA.; Paul E. 
Morrison, Kalamazoo, president of the 
Michigan RJA; Henry T. Mortenson, 
Chicago, secretary of the Illinois RJA; 
Hoyt T. Purvis, Jonesboro, president of 
the Arkansas RJA; Phineas Peters, 
Brooklyn, vice-president of the Brook- 
lyn RJA; Grant Dudgeon, Ames, 
president of the Iowa RJA; Samuel 
Dalin, West Allis, president of the Wis- 
consin RJA; and—the only woman on 
the program—Mrs. Addie Fisk Goodell, 
Epping, secretary of the New Hamp- 
shire RJA., who was attending her 22nd 
national convention of ANRJA. 

Be on your guard against needless in- 
creases in overhead costs, especially dur- 
ing the current cycle of great demand, 
two other speakers cavtioned. They 
were H. C. Kirkberg, of Fort Dodge, 
former president of the Iowa RJA, who 
spoke on making the repair department 
profitable both in dollars and good will, 
and Maurice Adelsheim, Minneapolis, 
president of the Minnesota RJA, who 
warned against too much “free” engrav- 
ing and said one jeweler of his associa- 





tion charges the customer for engraving 
worth more than five per cent of the 
value of the article that is engraved. 

How Wisconsin’s auction law has hit 
fake sales and sellers in the solar plexus 
was told by Erwin R. Fuchs, Milwaukee, 
past president of the Wisconsin RJA. 
Since the law was passed in 1939 there 
have been only three jewelry store auc- 
tions in the state, and these in legitimate 
compliance with the Act. 

With Army post exchanges and Naval 
stores selling watches, jewelry and silver 
from catalogs, jewelry stores are becom- 
ing show rooms where enlisted men and 
officers shop the actual articles, learn the 
stock number, and then—often on behalf 
of civilian friends—buy from exchange 
stores at wholesale or less than whole- 
sale prices, said Armand Jessop, San 
Diego, vice-president for the Pacific 
Region. 

Merchants pay taxes to maintain these 
post exchange stores, yet the exchange 
stores short-circuit retail business. 

Watch trade-in ethics were discussed 
by Irving Chayken, Hammond, president 
of the Indiana RJA, and others. Here’s 
how opinions added up: The trade-in 
allowance should be no more than the 
resale value of the old watch; if the 
allowance exceeds the resale value it’s 
an unethical discount. 


"The Truth About the Jewelry Tax" 


Opening the first session of NACJ’s 
convention, Secretary J. Frank Newman 
introduced Frank W. Baring, general 
manager of Hotel Sherman, who expressed 
the appreciation of that hostelry at being 
selected as the locale of the conventions 
and the hope that conventioneers would 
enjoy their stay. He concluded by pre- 
senting to President Ralph Roessler a 
handsome gold-mounted gavel as the gift 
of the hotel. 

Mr. Roessler, in accepting the presen- 
tation, welcomed the attending members 
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and guests in behalf of NACJ, remark- 
ing that everyone should rejoice that in 
America it is still possible for groups of 
free men to gather for frank and open 
meeting and discussion where honest dif- 
ferences of opinion may be frankly and 
freely expressed. 

He stated that both the exhibition and 
the day’s first registration were the 
largest in the history of jewelry trade 
gatherings and urged that everyone make 
full use of the opportunities afforded for 
both the selection of merchandise and the 
consideration of business problems. 

Featured speaker of the session was 
Congressman Richard M. Duncan of 
Missouri, member of the House Ways 
and Means Committee, which had drawn 
the new tax bill. Mr. Duncan’s subject 
was listed on the program as “The Truth 
About the Jewelry Tax,’ and a crowd 
that taxed the capacity of the large 
meeting room turned out to hear about 
this vital topic. 

The Congressman opened his talk with 
a discussion of the general principles 
and purpose underlying the entire tax 
measure, of which the jewelry tax is 
only a part. First and foremost, he said, 
was the need for raising vast sums of 
new revenue to carry on the struggle 
against Hitlerism which must be fought 
to a successful conclusion, if the Ameri- 
can way of life is to survive. No cost 
is too great to achieve that end, he 
stated, and since at best huge amounts 
will have to be added to the burden of 
national debt, taxes must necessarily be 
heavy. 

A tax bill must be written cold-blood- 
edly, with no regard for friendships or 
influence, and the jewelry tax is only 
one small part of the picture. Some tax 
on it is necessary, he went on, since in- 
come and corporation taxes can produce 
only about 60 per cent of the total need- 
ed, and excise taxes on various products 
must make up the rest. 


The Record Speaks 


Proceeding to the details of the jewel- 
ry tax, Mr. Duncan, despite the official 
record of the Treasury Department’s 
recommendation for a 10 per cent retail 
tax, which is printed on page 50 of the 
official record of the Ways and Means 
Committee, made the rather surprising 
statement that the Treasury merely rec- 
ommended a 10 per cent rate, with no 
suggestion as to whether this should be 
10 per cent of manufacturers’, or of 
retailers’, selling prices. The committee, 
he said, could not lower the rate from 10 
per cent because of the need for raising 
maximum revenue, but implied that the 
application of the tax to manufacturers’ 
sales would have been acceptable, pro- 
viding only that the rate remained at 10 
per cent. He, however, ignored the 
fact that applying a 10 per cent tax to 
manufacturers’ selling prices would mean 
even more of a reduction in revenue than 
lowering the rate to 5 per cent and put- 
ting it on retail sales. 

He also belittled the idea of a floor 
tax, despite the announcement by Chair- 
man Doughton of the Ways and Means 
Committee on this point. He repeated 
the arguments used by NACJ as to the 
difficulty and expense of collecting the 
tax from many thousand retail stores of 
various types who sell more or less jew- 
elry goods of an inexpensive nature, 
painting a pathetic picture of the plight 
of the little retailer who would be har- 
ried by Government agents to collect a 
five-cent tax on his 50-cent sale, and 
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might have to hire an extra bookkeeper 
to maintain his tax records. No mention 
was made of the fact that retailers are 
not required to account for the indi- 
vidual tax on each sale, but merely to 
pay a lump sum equal to 10 per cent of 
total net volume. 

He concluded with the remark that re- 
tail jewelers got exactly the tax they 
asked for, again ignoring the fact that 
no jeweler, whether retail, wholesale, or 
manufacturing, ever suggested a rate of 
10 per cent on retail sales, and that every 
recommendation for applying the tax at 
retail was coupled with one equally em- 
phatic that the rate should be not more 
than 5 per cent—an arrangement that 
would raise more revenue for the Govy- 
ernment than the 10 per cent on manu- 
facturers’ prices which Mr. Duncan 
seemed to think entirely adequate. 


Niemeyer Refutes NACJ Tax Statements 


Opening ANRJA’s convention, Presi- 
dent Henry W. von Unruh, of Cincinnati, 
received a massive, gold-mounted gavel 
from Mr. Baring, general manager of 
Hotel Sherman, and called attention to 
the fact that jewelers in America are still 
privileged, under democracy, to meet to 
discuss their nation’s problems and their 
own. 

The new tax bill—and particularly the 
sections applying to jewelry—was the 
subject of the session, which came only 
a few hours after NACJ’s first discus- 
sion of the same topic. 

Many members of both ANRJA and 
NACJ had attended the tax meeting of 
the latter organization, and now were 
among the crowd of 500 gathered to hear 
the other side of the tax issue presented 
by the Jewelers’ Tax Committee and 
ANRJA’s Tax Committee. 

Speaking as chairman of the Jewelers’ 
Tax Committee, G. H. Niemeyer, presi- 
dent of Handy & Harman, referred im- 
mediately to Congressman Duncan’s ad- 
dress at the previous NACJ meetng. 
“The Congressman made two statements 
which I wish to refute,” Mr. Niemeyer 
said, quoting the Congressman’s declara- 
tions that the Treasury Department “did 
not recommend a form of tax to the 
Ways and Means Committee,” of which 
the Congressman is a member, and that 
“the jewelry trade asked for a 10 per 
cent tax and it is going to get what it 
asked for.” 

In reply to these statements by Con- 
gressman Duncan, Mr. Niemeyer de- 
clared: “The trade did not ask for a 10 
per cent tax and the Treasury Depart- 








ment did recommend it to the Ways and 
Means Committee, as is shown by the 
committee’s own records of April 24, 
when the Treasury proposed to tax 
jewelry and furs 10 per cent of the retail 
sales price. 

“The object of these statements inter- 
ests me more than the statements them- 
selves. The attempt to put responsibil- 
ity for this iax on ANRJA is comparable 
to some of the other tactics to which I 
will refer later.” 

Reviewing the history and work of the 
Jewelers’ Tax Committee, Mr. Niemeyer 
said that over a year ago it became 
known that officers of NACJ, indepen- 
dently of other jewelry trade organiza- 
tions, had contacted various Washington 
authorities for the purpose of guiding 
any contemplated jewelry tax legislation, 
and that in order that the entire trade 
might consider and discuss this subject 
he, as chairman of the Jewelers’ Vigilance 
Committee, asked national associations 
in the various branches of the trade and 
certain important local organizations to 
send representatives to a meeting at 
Hershey, Pa., on the theory that any con- 
templated tax on jewelry was of impor- 
tance to every branch of the industry. 

Of all those invited, Mr. Niemeyer 
went on, one did not attend because of 
an unfortunate accident; this was the 
president of NACJ, who, the speaker 
said, subsequently voiced opposition to 
the decision reached at the Hershey con- 
ference and declared that he would later 
on unfold a plan to tax the manufac- 
turer. 


Tax Committee Was Ignored 


Mr. Niemeyer then remarked that on 
Aug. 29, 1940, at the New York conven- 
tions of ANRJA and NACJ, the Jewelers’ 
Tax Committee called a special meeting 
to hear the NACJ president outline his 
tax plan, “but the president of NACJ 
did not appear, nor did he bother tele- 
phoning to explain his absence.” During 
September, October and November of 
1940, Mr. Niemeyer went on, while the 
Jewelers’ Tax Committee carried on dis- 
cussions with various retail leaders the 
president of NACJ continued to ignore 
the committee and to withhold informa- 
tion regarding his “strangely mysterious 
tax plan.” 

However, it was not until April, when 
the Treasury Department recommended 
a 10 per cent retail excise tax to the 
House Ways and Means Committee, that 
it became certain that NACJ intended 
to actively oppose the objectives of the 





"GOOD BUY, NOW." With the greatest buying public in America's history able to pay 
for the things they want, jewelers compared notes on 40, 60, 90 per cent larger sales than 
a year ago—then went into buying huddles such as the one which is seen here. 
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Jewelry Tax Committee, Mr. Niemeyer 
continued. 

“The statements made by the officers 
of NACJ to both the trade and the Con- 
gress fall into two broad categories,” he 
added. “The one, to discredit this com- 
mittee in the eyes of Congress and the 
trade; and the other, to emotionally ap- 
peal to the natural desires of retailers or 
anyone else to be rid of any tax obliga- 
tion without the consideration of any 
other factors. To arouse their antago- 
nism to any other idea by befuddling the 
issue and trying to make them believe 
that others have planned their suggested 
exaggerated sacrifices, even if the truth 
needs to be stretched.” 

Deploring the need of publicly refut- 
ing statements made by NACJ officers in 
speeches, letters, printed statements and 
public testimony, Mr. Niemeyer cited and 
answered a long series of them. On sev- 
eral instances, he said, NACJ officers 
claimed before Congress to represent the 
great majority of retail jewelers, ignor- 
ing the fact that the Jewelers’ Tax Com- 
mittee was speaking for ANRJA, with 
its more than 3200 members and 35 af- 
filiated state associations. 


Tax Matter in Hands of Retailers 


In answer to the implication in a trade 
bulletin of NACJ that the manufacturers 
were responsible for “loading the tax on 
the retailer,” Mr. Niemeyer declared that 
in all the deliberations of the Jewelers’ 
Tax Committee the manufacturers have 
had the least to say and never suggested 
“putting anything over” or “getting out 
from under.” 

He also denied another statement in 
the same NACJ bulletin—that “to per- 





have other and more serious problems 
to face in our trade; some of them are 
already upon us, such as the scarcity of 
some materials and even the entire elimi- 
nation of others,’ Mr. Niemeyer con- 
cluded. “We have been fortunate up to 
now; business is good, and will continue 
to be, tax or no tax, and we have a bet- 
ter chance of protecting ourselves in the 
long run if we stand together. . . 

“[ hope that you do not get any im- 
pression that I am here to stir up any 
strife in our industry; that has already 
been done most effectively by others. 
Your tax committee called up the dis- 
senters, both publicly and privately, to 
join forces with us, to no avail. It is 
essential, however, that all of the facts 
be understood by everyone, so that in the 
end something will be done to re-unite 
the efforts of our trade toward a com- 
mon goal and I call that the most im- 
portant issue before your convention. 
We have a priceless heritage in this in- 
dustry. Let it not be destroyed or even 
tainted without a fight.” 

Wilson A. Streeter, president of Bailey, 
Banks & Biddle Co., Philadelphia, and 
chairman of ANRJA’s tax committee, 
summarized his testimony before Con- 
gressional committees in advocacy of a 
5 per cent tax on retail jewelry sales as 
the fairest and most equitable tax and 
then answered questions from the floor. 


ANRJA Wants Tax Concealed in Price 


Asked whether the tax might be con- 
cealed from customers, Mr. Streeter said 
that ANRJA’s tax committee had already 
voted to ask manufacturers of nationally 
advertised merchandise to adjust their 








advertised prices to include the amount 
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fect their major protection, the manu- 
facturers and importers called a meeting 
of the Jewelers’ Vigilance Committee 
through G. H. Niemeyer, chairman.” This, 
the speaker said, is a falsehood, since no 
one asked him to call the meeting at 
Hershey, Pa. 

No manufacturer or wholesaler has 
taken any active part in the committee’s 
affairs since the present proposed tax 
was submitted to Congress, Mr. Niemeyer 
explained. The committee, he said, has 
been guided almost entirely by its retail 
members and the written opinions of 
hundreds of retail jewelers. 

» “We need unity above all else, as we 
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of the retail sales tax, so that, if the tax 
is 5 per cent, a watch that now sells for 
$50 would be advertised at $52.50; if the 
tax is 10 per cent, the watch would be 
advertised at $55. 

Closing the meeting, Mr. Von Unruh 
suggested that it might be possible to 
avoid a 10 per cent levy, if the conven- 
tion telegraphed the Senate recommend- 
ing a reduction in the tax to 5 per cent. 

“From July, 1940, to August, 1941, is 
13 months,” President Von Unruh de- 
clared. “We should have gotten together 
long before now. July was the month of 
the Hershey meeting, and if the NACJ 
president couldn’t have been there, I say 








NACJ should have sent some other rep- 
resentative. We werent beating around 
the bush. Someone else was.” 


Noted Speakers Analyze Problems 


Four nationally known specialists, any 
one of whom would have been a standout 
feature of a convention program, formed 
an all-star panel for the Tuesday morn- 
ing, Aug. 26, session of ANRJA. 

They were Clem D. Johnston, vice- 
president of the United States Chamber 
of Commerce; Elmo Roper, who conducts 
the Fortune polls of public opinion; Dr. 
Melchior Palyi, of Chicago University, 
and Armin Friedman, of American 
Weekly. 

After eight years of survey-making, 
Mr. Roper has come to the conclusion 
that the United States Government ought 
to survey public opinion, with personnel 
much as the Supreme Court is made up, 
to find out what America thinks. Twin 
purposes in  governmentally-operated 
public opinion surveys would be: (1) to 
deter minority pressure groups, in those 
fields where the average man exhibits his 
common sense, and (2) to ferret out 
areas of ignorance, so that educators and 
thought leaders can do a better job of 
education. 


"We Can't Stop Short of War''—Palyi 


In the opinion of Dr. Palyi, America’s 
entrance into the war is as certain as the 
law of supply and demand. This is be- 
cause of the “vested interest” shared by 
every industrial worker and every farmer 
in this nation’s multi-billion dollar pro- 
gram for aiding Britain, which can’t 
stop, he declared, short of war. 

Armin Friedman, of The American 
Weekly, used a series of charts to project 
to his hearers the limitless market that 
exists in America for selling 38,790,000 
workers things they want. 

“Dr. Moulton says that in America 
people buy what they want, not what 
they need,” Mr. Friedman declared. 
“That is the most important philosophy 
for every American business man to re- 
member. For this philosophy is only 
true in America. It is the practice of 
this philosophy that makes America what 
it is today. In every other part of the 
world, people get things to satisfy a 
definite need. They need a fountain pen 
and when that need is satisfied that set- 
tles that. But, in America, people want 
late models and beautiful models to 
satisfy the desire to be important and 
they get them. What is even more to 
the point is that wants are insatiable, 
while needs are definitely limited. . . . 

“Wants are what you make them. 
You’ve got what they want, and they’ve 
got what it takes.” 


How N. Y. Cleaned Up Credit Selling 


The blackest side of credit selling— 
the legalistic devices used by less than 
5 per cent of installment merchants— 
was laid bare by three speakers at 
ANRJA’s session of Wednesday morn- 
ing, Aug. 27. The same speakers alse 
told of the formation of the New York 
Conference on Installment Selling just 
a year ago, and of the new and model 
New York State laws which will go into 
effect on Jan. 1, 1942. 

Vice-President Charles J. Michaels, of 
Hartford, Conn., who presided, read a 
paper of Mrs. Helen L. Buttenwieser, 
which summarized the attitude of the 
Legal Aid Society of New York and 
other social and welfare agencies towards 
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disadvantages of add-on contracts, guar- 
antees, wage assignments and deficiency 
judgments, under the old state laws. 
“Can anyone be engaged in installment 
selling and still be a legitimate, respected 
business man?” asked William Wagner, 
secretary of the Associated Credit 
Jewelers of New York and New Jersey. 
“P]] say he can,” Mr. Wagner answered 
his own question, “and I’ll add most em- 
phatically that he'll be just that, or he 
won’t be in the installment business for 
long.” He went on to tell how for years 
various groups had flooded the legisla- 
tive hoppers with all kinds of bills to 
strait-jacket installment business; how 
the vile element in the business deserved 
a public beating; how the decent element 
failed to accept responsibility to control 
irresponsible installment business. 


Time to Clean-up Was at Hand 


Finally, he continued, when a bill to 
license all installment selling passed one 
house of the legislature without a single 
dissenting vote, the New York install- 
ment business finally decided to clean 
house itself, for self-protection. The re- 
sult was the New York Conference on 
Installment Selling, attended by repre- 
sentatives of nearly all installment busi- 
ness, the Better Business Bureau, the 
Legal Aid Society, the Russell Sage 
Foundation, and various legislators. 

The conference, he said, sought a 
chance to regulate itself and the neces- 
sary weapons to force irresponsible ele- 
ments into line, so that those engaged in 
this business could look the world in the 
face and say without discomfiture, “I am 
an installment merchant.” 

Precisely how the fruit of the New 
York Conference on Installment Selling 
—the new legislation soon to go into 
effect—leaves room for voluntary self- 
regulation but provides clubs for cheats 
and chiselers was told by Harold F. Birn- 
baum, of the Commercial Investment 
Trust, New York. 

Contracts will be printed in at least 
eight-point type and will be plainly 
labeled Conditional Sales Agreement, 
Chattel Mortgage or Chattel Mortgage 
on Additional Merchandise. The buyer 
will receive a copy of the contract, to- 
gether with a description of the mer- 
chandise, a record of the down payment 
and of the additional credit cost in dol- 
lars and cents, and how, when and where 
payments are to be made. 

Once a year a statement of account is 
to be available; if more often, at a charge 
of 25 cents. In the case of add-on sales, 
it will be impossible to repossess earlier 
—purchased articles when a certain per- 
centage of the total debt has been paid. 
Chattel mortgages as additional security 
are to be plainly labeled. 

Regarding repossessions, unless the 
customer is notified five days before re- 
possession he can redeem the article with- 
out paying repossession or _ storage 
charges. A period of 10 days is allowed 
to pay past-due installments. 

After outlining other provisions of the 
new legislation, Mr. Birnbaum said that 
the conference has prepared uniform in- 
stallment forms and will soon issue a 
booklet for merchants to distribute to 
their customers, taking the mystery out 
of installment selling and _ outlining 
buyers’ and sellers’ responsibilities. 


"Ten Pretty Girls" Style Show 


A style show, presented next by the 
Jewelry Industry Publicity Board, 
showed jewel fashions in relation to gen- 
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ONE-WAY TRAFFIC. To help relieve congestion, visitors to the exhibition were routed in 


through one passage, out through another. 


But, in between, the crowd roamed where it 


vleased, and concentrations like this reminded New Yorkers of the subway at rush hours. 


eral fashions in clothes, necklines, hair 
and hat silhouettes. This was conducted 
by June Hamilton Rhodes and Isabella 
Crawford. 

Ten models wore ten basic types of 
clothes with three different sets of jewels 
—costume, less expensive real jewels, and 
expensive, elaborate ensembles. They pa- 
raded across a stage, then up and down 
the aisles so that even the most near- 
sighted in the audience of 300 could see 
not only the glamor and color but the 
functional purpose of the jeweled pins, 
clips and brooches. Some of the other 
things they featured were lapel pins of 
all kinds, earrings, large, wide bracelets, 
cocktail, dinner and little finger rings, 
twin wedding and engagement rings, hat 
pins, new jeweled red gold watches, 
waterproof and_ shockproof _ sports 
watches, military jewelry, and _ such 
romantic jewelry as lockets, anklets and 
portrait rings. 

Mrs. Rhodes’ most convincing touch 
came at the last, when the models filed 
in—without their jewels. The clothes 
looked unfinished, the ensembles dull. 


Roessler Defends Tax Stand 


NACJ’s program for Tuesday after- 
noon opened with an address by Presi- 
dent Ralph Roessler in reply to the talk 
of the preceding evening by Mr. Nei- 
meyer. 

Mr. Roessler began with a statement 
of his version of the history of the tax 
question. He regretted, he said, the fact 
that both he and William C. Gibson, past 
president of NACJ, were confined to the 
hospital at the time and it was impossible 
for either of them to attend the original 
tax meeting at Hershey, Pa., and that 
the after-effects of his accident, which 
necessitated several returns to the hospi- 
tal and finally an operation, had similarly 
prevented him from meeting and con- 
sulting with the Tax Committee, as they 
had requested. 

He stated, however, that he talked 
over the long distance telephone to Mr. 
Niemeyer and others individually, and 
had made his position entirely clear from 
the beginning, having arrived at his 
views after long and careful deliberation, 
and continued contacts in Washington 
through NACJ representatives. He re- 
peated the assertions he had made on 





previous occasions that the Jewelers’ 
Tax Committee did not properly repre- 
sent the retail division of the jewelry in- 
dustry and argued that only NACJ had 
had the retailers’ interest in mind. From 
the retailers’ point of view, he said, the 
placing of the tax upon the manufac- 
turers’ sales would be much less burden- 
some because of the elimination of the 
cost and trouble of making tax reports to 
the government; the problem of separat- 
ing sales of taxable and tax-exempt 
items, and the possibiJity of unfair com- 
petitive situations if some _ retailers 
should absorb the tax. 

Furthermore, Mr. Roessler continued, 
it is his opinion that a 10 per cent tax 
upon manufacturers’ sales would pro- 
duce very nearly as much net revenue 
to the Treasury as the 10 per cent retail 
tax, because of the expense of handling 
tax reports and collections from the 
much larger number of retail outlets. 
He expressed the belief that this number 
might amount to 300,000 since many 
types of establishments other than jewel- 
ry stores sell small amounts of inexpen- 
sive jewelry. He concluded with strong 
denunciation of ANRJA’s handling of 
the tax question. 


The Lull After the Storm 


Feeling between factions was running 
high by the end of the session so the 
lavish cocktail party and entertainment 
which John Ballard, president of the 
Bulova Watch Co., was giving at 5 o’clock 
came at a most opportune time. In the 
pleasant atmosphere of that social gath- 
ering, with generous quantities of good 
food and cocktails, and an elaborate and 
entertaining floor show, tempers that had 
flared quieted down, and further discus- 
sion of tax differences was dropped for 
the remainder of the convention. 

Tuesday afternoon’s session also in- 
cluded a talk by Milton Biow, New York 
advertising agent, who numbers Bulova 
among his clients. Talking on “Defense 
and Installment Buying,” Biow, who il- 
lustrated his talk with lantern slides, ad- 
vanced the thought that total defense 
means total employment, and that in- 
stallment selling not only profited by but 
also contributed to that end. 

Herman Hollander, counsel for the 
Retail Jewelers Association of Western 
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Pennsylvania, proposed a new plan of 
retail jewelry trade organization com- 
posed of many local associations, each 
covering only a small territory and deal- 
ing with local problems. These would be 
affiliated in a dozen or so regional asso- 
ciations, which in turn would be feder- 
ated into an over-all national body, to 
which local and regional groups would 
elect delegates, and which would tackle 
questions of national importance in the 
industry. This plan was enthusiastically 
received and it was voted to recommend 
it to NACJ’s board of directors for fur- 
ther study and consideration. 


850 at NACJ-ANRJA Banquet 


With the ballroom at the convention 
hotel given over to exhibits, the social 
highspot of the two conventions—the an- 
nual dinner—took place the night of 
Wednesday, Aug. 27, at the Palmer 
House, where 850 partook of the cus- 
tomary good food, enjoyed the floor show 
and dance. Manufacturers and whole- 
salers were not asked to contributed 
door prizes. 


Says Retailers Must Play Ball 


First speaker on ANRJA’s program 
Thursday morning, Aug. 28, was Joseph 
T. Meek, executive secretary of the IIli- 
nois Federation of Retail Associations, 
whose topic was “The Challenge to Re- 
tailing.” 

Calling for a suspension of jealousy 
among retail merchants and a sensible, 
sound cooperative approach to the prob- 
lems that all retailers face, Mr. Meek 
declared that 90 per cent of the legisla- 
tion that shackles merchandising has 
been brought about by scraps and dissen- 
tion within business itself. 


Fair Trade Laws in Peril 
The Price Control Bill contains a joker 





broad enough to enable the President to 
suspend Fair Trade contracts or at least 
to withdraw from them the protection of 
the 'Tydings-Miller law, charged former 
Governor ‘Theodore Christiansen, Minn- 
esota, public relations counsel for the 
National . Association of Retail Drug- 
gists. 

Opponents of Fair ‘Trade—and he 
listed among these certain Administra- 
tion spokesmen, representatives of cata- 
log houses and a great New York depart- 
ment store—are taking advantage of the 
national emergency and the consumer’s 
desire for a brake on rising living costs 
to try to enact a price control measure 
so broad in its terms that the Adminis- 
tration will be able to set aside prices 
now protected by Fair Trade statutes 
and the Tydings-Miller law, Mr. Chris- 
tiansen asserted. 

“Even the fact that Fair Trade stab- 
ilizes prices and aids the Government in 
preventing price inflation will not deter 
those who would destroy it, the speaker 
continued. “Fair Trade prevents price- 
gouging because it is almost impossible 
for the dealer to get more than the mini- 
mum price for anything and _ because 
competition for the market makes the 
manufacturer extremely reluctant to 
raise the resale price of his products,” 
he said. “If Fair Trade is to be pre- 
served it will have to be preserved by its 
friends; it will have to be preserved by 
the individual retailers of the United 
States—the jewelers, the druggists, the 
hardware men, the grocers, the plumbers, 
and all whose business life depends on 
curbing loss-leader selling. 

“We do not oppose the price-control 
bill as such; we approve of its basic 
principle and endorse its purpose. But 
we shall insist on writing into it some 
reservation or provision that will protect 
Fair Trade.” 

In a fact-packed, realistic talk, John 
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Highlights of the Resolutions 


For the effective-organization and operation of an inter-trade relations coun- 
cil, originally suggested in 1931 by the late Edwin F. Lilley, then president of 


For designating a week in the Spring of 1942 as National Watch Week. 


For manufacturers of goods sold under Fair Trade laws or with suggested 
resale prices to include the proposed tax in the advertised retail price of their 


For Wisconsin, Michigan, Pennsylvania and Illinois legislation to control 
trade diversion through industrial purchasing in employees behalf. 


For all states to secure legislation such as the New York watch lien law; 
the Massachusetts peddlars law; the second-hand watch laws of New York, 
Indiana and North Carolina, and the watch repair licensing law originally passed 


Against the sale of watches, jewelry, silver and kindred articles at Army, 


Against the excessive reduction of prices on sterling hollow ware, promo- 
tional patterns in sterling flatware and the unnecessary and uneconomic increase 


For further benefits and cooperation under the fair trade laws by encouraging 
those manufacturers who have established resale prices and urging others to do 


Urges manufacturers to feature budget payment plans in national adver- 


Promises efforts toward harmony within the industry. 
Endorses President Roessler’s actions, especially on the tax question. 


Thanks Executive Secretary Frank Newman, Assistant Secretary Thelma 
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Guernsey, of the Bureau of the Census, 
predicted what lies ahead of the jewelry 
industry, whether a shooting war jigs 
forced on the United States, or our role 
is limited to production and defense. 

Substitutes in the jewelry field, he 
said, will start for the alloys forming the 
base of gold-plated merchandise of all 
kinds and plated silverware—such metals 
as aluminum, copper, tin, and zinc. Gold, 
silver and platinum are not likely to be 
restricted, though platinum, he predicted, 
will go higher. Watches, cameras, optical 
goods, radios and household appliances 
all will be affected by metal priorities, 

“Customers will be intensely interested 
in what retailers are doing to keep them 
supplied during this period,” Mr. Guern- 
sey stated, “and there is no need to hesi- 
tate to tell them what things are made 
of, and why.” 

Watch manufacturers, he said, cannot 
meet the heavy demand because so much 
of their productive facilities and skilled 
labor necessarily is being devoted to war 
needs—airplane instruments, timing de- 
vices for projectiles, sights and the like. 

The question of luxury expenditures 
in times like these is involved in dia- 
monds, other precious stones and _ pre- 
cious metal mountings, Mr. Guernsey 
went on, but he pointed out that these 
materials are not needed in defense and 
that their sales—running now at $150,- 
000,000 or less—won’t cut appreciably 
into Defense Bond sales. So the Trea- 
sury can only have one objection that 
might stick—complaint against such ex- 
penditures as a form of hoarding. 


No Intent to Curb Jewelry Credit 


“I am reliably informed that there is 
no intent to restrict installment sales of 
jewelry,” the Census Department official 
continued, “whether in the matter of 
down payment or terms. 

“At the moment, credit is easy and 
safe. .. . Jewelers will do about $330,- 
000,000 of credit business this year, open- 
account and installment combined, of 
which installment sales will be well over 
one-half. 

“But the cost of living is rapidly ris- 
ing. It is now about equal to 1929, up 
10 per cent since this time last year. 
During the last war it went to 160 (No- 
vember, 1918). It won’t do that this time, 
let up hope, but it will be much higher 
than now and the buying power of high 
wages will be correspondingly lower— 
less to spend for jewelry or anything 
else but essentials. Hourly wages right 
now are up 25 per cent over 1929, so at 
the moment there is a foretaste of the 
spirit of the silk-shirt era of the last 
World War. It will get worse fast. Look 
out for it, and prepare for a setback in 
retail business next March and April, 
when millions of people wake up to what 
the new income taxes will cost them. I 
would like to see retailers take the lead 
now in urging the public to buy tax an- 
ticipation certificates regularly each pay- 
day from now until March, to smooth 
out the dislocation that otherwise is sure 
to result. 

“Would it not be a wise precaution, 
also, now while conditions are favorable, 
to urge the Federal Reserve Board to 
include jewelry in the installment credit 
restrictions, perhaps with a 25 per cent 
down payment and 10 months terms. I 
say that because soon after the war is 
over values will go down at least the 25 
per cent, and also there may be hardly 
more than 10 months of continued active 
employment before the break comes. The 
Administration is taking steps now to 
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lessen the after-war depression, and that 
may lengthen the usual 10-months after- 
war momentum but the 1930’s are still 
a raw memory to most retailers and we 
should be realistic about what to expect 
and how to meet it. 

“If the Federal Reserve Board can be 
persuaded to restrict installment credit, 
retailers will not be blamed, and neither 
will they be caught some Victory Day 
with $100 millions or more of retail in- 
stallment notes. 

“As to open-account credit, that will 
increase in direct proportion to sales. 
Open-account credit is truly a conveni- 
ence and a habit. It is a fact that there 
has been no change of consequence in 
the proportion of open-account credit to 
total sales in the decade between 1929 
and 1939. Jewelers have about $50 mil- 
lions of open accounts receivable on their 
books today, and it will be paid in due 
course and other millions added. At the 
end of the war it will be a headache to 
many good customers, but they are the 
kind who budget themselves so that they 
take care of their debts as a sacred ob- 
ligation. Some will be slow, but 99 per 
cent will be paid. The loss is 1/20th of 
the markdown that would be needed to 
move the goods, had they not been sold 
on credit. Open-account credit is no 
problem to experienced retailers. 


"Do It Now—Not Next Year" 


“This is a good time to mention here 
the related subject of capital expendi- 
tures in a time of rising costs. The 
temptation will be strong to splurge, to 
buy real estate or build a better store. 
Don’t do it, unless you can do it this 
year. 

“Of course, modernive the fixtures, the 
store front and windows, put in good 
lights, good, attractive flooring, and any- 
thing else that makes the store more at- 
tractive to the public. But refrain from 
buying or taking a long-term lease at 
the high levels that will prevail after this 
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year. Because the biggest mistake re- 
tailers make in times such as 1917-19, 
1927-29 and 1942-44 is to invest working 
‘apital in bricks and mortar. Wait a 
while. A couple of years after the war 
if you want to move into a better store 
there will be plenty of A-1 locations 
available at lower prices—buildings that 
will have been occupied during the war 
by firms who forgot that first rule, or 
couldn’t resist the temptation. They may 
lord it over you for awhile, but you will 
be buying their stock from the receiver 
at 30 cents on the dollar before this thing 
is over. 
"Resist Price Increases on Purchases” 
“Let’s be realistic and face the fact 
that we are running pell-mell into infla- 
tion—not disastrous, because the econ- 
omy of the country is sound, but never- 
theless real inflation, so far as retailers 
and the public are concerned. And as 
hard-headed business men you know 
what that means, and will take the nec- 
essary steps to meet it. Resist price in- 
creases on what you buy. Insist on the 
same terms as before. Definitely refuse 
to be victims of open-price advance buy- 
ing—the kind of ordering where the deck 
is stacked, deuces are wild and the house 
cannot lose. And price goods with due 
regard to their replacement level. Set 
up the difference on present stock as a 
reserve and hold it against the day when 
you are going to have to write off heavy 
inventory losses.” 


NACJ Headquarters at Capitol 


A decision to transfer the executive 
office of the NACJ to Washington, D. C.. 
at the earliest possible date was reached 
at the final board meeting of that or- 
ganization Thursday afternoon, Aug. 28. 

On the same occasion NACJ directors 
presented a handsome watch to Presi- 
dent Roessler, engraved “Presented to 
President Ralph Roessler in appreciation 
for his outstanding service and untiring 


THE WAVE OF THE FUTURE. What future? Why, the hugest holiday volume in American jewelers’ history. 


of such scenes as this in the ball room of Hotel Sherman. 








That was the confident overtone 


Besides the ball room, there were exhibits—180 altogether—in the exhibition hall, 
the mezzanine and scattered through a dozen floors of the hotel. 


devotion to his fellow-jewelers from 
NACJ, 8/27/41.” 
To Mrs. Roessler was given a karat 


gold wrist watch with ruby-set bracelet. 


Buying Activity at High Level 

Exhibitors were unanimous that orders 
written for retail convention-visitors ex- 
ceeded last year’s convention volume by 
50 to 100 per cent, or even more. Most 
urged their customers to be discreet in 
their purchases, but with current jewelry 
store sales running 40 to 50 per cent 
ahead of the same period of 1940 jewelers 
were eager to build up inventory for @ 
hig holiday season. 

Several silverplated ware manufactur- 
ers did not show their No. 3 and No. 4 
lines, restricting activity to top-grades 
because of the scarcity of base metal. 
Several watch manufacturers accepted 
orders subject to the ability of whole- 
salers to deliver—and have rationed the 
latter with individual quotas. 

In many lines, orders taken at the con- 
vention cannot be delivered until Novem- 
ber or even December, representatives 
announced, for most factories were al- 
ready four to ten weeks behind. 

In conjunction with the convention 
gathering, the International Committee 
of the American Gem Society held a 
luncheon meeting on Tuesday, Aug. 26, 
and that night a dozen Certified Gemolo- 
gists took dinner together. 


Breakfast Conferences Popular 

Breakfast conferences, traditionally a 
popular feature at ANRJA conventions, 
gathered at 9 o’clock Tuesday, Wednes- 
day and Thursday mornings to discuss 
various and sundry topics, in the stimu- 
lating aroma of coffee, ham and eggs. 

Here are highlights of the three con- 
ferences: 


"Trade Diversion” 

Chairman; Armand Jessop, San Diego, 
Calif., vice-president, Pacific Region, 
ANRJA. 
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The Season's Sensation 
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Made in rolled gold plate stock (shell 
and center piece) with non-tarnishable 
nickel back. Fully guaranteed. 


$5) 65 $5) 40 


Signet—heart, round. Cloisonne top, Pearl 
Attractive patterns. or Imitation Cameo. 


In sets with Pendant to match 
with 12K G.F. Chain, hand- 
somely boxed . . . $3.75 each 


TERMS: 2°, 10 days, net 30 days 
SPECIAL PRICES ON GROSS LOTS 








Send for selection of our Men's and 
Ladies’ Stainless-back watch bracelets— 
various lugs and three-way ends. 
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EDISON JEWELRY MEG. 


74 West Exchange, Providence, RB. I. 










“LADY EDISON” 


expansion bracelet 
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J.C. Amis, secretary, Chicago Retail 
Hardware Association; “Build up a 
strong and established association in your 
trade, cooperate with similar organiza- — 
tions in other lines, and back up your 
words with action. Bye following that 
program, retailers in Illinois have suc- 
ceeded in getting a law enacted which 
forbids employers to act as discount 
buyers for their employees.” 


Paul E,. Morrison, Kalamazoo, Mich., 
president, Michigan RJA; “Thorough- 
ness of organization, tireless work by 
members and close cooperation with other 
retail groups were the key to our suc- 
cess in obtaining the new law in Michi- 
gan forbidding industrial catalog dis- 
tribution of merchandise through em- 
ployers. Jewelers held themselves in 
readiness to appear at a minute’s notice 
for hearings of the legislature—the home 
districts of assemblymen and _ senators 
were closely canvassed to obtain support 
from the legislators’ constituents—and 
the cooperation of other retail associa- 
tions was enlisted. Concentrate first on 
getting a law covering the general prin- 
ciples of trade diversion; then if adjust- 
ment of details or plugging of loopholes 
proves necessary you can take care of 
that later by amendment. Show your 
legislatures how they’re losing taxes by 
permitting bootleg selling of merchandise 

—that always gets their attention.” 


Publicity" 


Chairman: Kenneth I. Van Cott, Marcus 
§ Co., New York, chairman of the 
Jewelry Industry Publicity Board. 

William D. McNeil, executive secretary 
of the JIPB: “Publicity is the power- 
house that parades pictures of your prod- 
ucts before your prospects, and pulls 
people into your place to purchase. ... 
The publicity that jewelry has received 
through the board’s campaign is one of 
the chief reasons why the increase in 
sales of jewelry has been 11 per cent 
greater, during the last year, than the 
sales of all other kinds of retail merchan- 
dise. Four hundred and seventy-six radio 
stations, hundreds of newspapers, large 
and small, scores of national magazines 
regularly use announcements, pictures, 
feature articles and shorts furnished by 
the Board to publicize jewelry, and wel- 
come it as useful material.” 


June Hamilton Rhodes, counsel for the 
JIPB: “We must continue to keep the 
public aware of jewelry. We must con- 
dition people’s minds for the changes 
that future conditions may require in 
the merchandise they will find in jewelry 
stores. We must stimulate their desire 
for new items—we must keep alive their 
interest in jewelry as a safeguard to 
carry us through the post-war period.” 


"Gemology" 


Chairman: C. I. Josephson, C. G., 
Moline, Ind., vice-president, Central Re- 
gion, ANRJ A. 

Nolte C. Ament, C. G., Geiger and 
Ament, Louisville, Wy., president, Nen- 
tucky RJA: 

“Knowledge creates customer confi- 
dence, and confidence is worth more than 
dollars. Gemology gives needed knowl- 
edge to the jeweler, and places him on 
a higher plane with the customer than 
other kinds of stores that sell jewelry.” 

Robert M. Shipley, Los Angeles, pres- 
ident, American Gem Society, answered 
questions concerning identification of 
stones, detection of synthetics, and char- 
acteristics of diamonds. 
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Senate Group Studies Jewelry Tax 


1 Trade’ s Own Senator, Mon C. Waligren, W Washington State, 
Interviewed on the Jewelry Tax by Capital Wholesaler 


Niemever Tells Hearing 
10% Levy Discriminates; 
Credit Sales in Question 


The new revenue bill, which includes 
among other things the much discussed 
tax on jewelry, has moved three steps 
nearer to final enactment since it was 
last reviewed in the August issue of 
JeweELers’ Crrcuiar-KeystTone. 

Passed by the House of Representa- 
tives, the bill has now been transmitted 
to the Senate, referred to the Finance 
Committee of that body, and arguments 
of representatives of the jewelry indus- 
try for revision of the tax were heard 
by that committee on Aug. 14. 

As passed by the House, the part of 
the bill relating to jewelry reads as fol- 
lows: 

Chapter 19—Retailers’ Excise Taxes 
Sec. 2400. Tax on Jewelry, etc. 

“There is hereby imposed upon the 
following articles sold at retail a tax 
equivalent to 10 per centum of the price 
for which so sold: All articles commonly 
or commercially known as jewelry, 
whether real or imitation; pearls, pre- 
cious and semi-precious stones, and 
imitations thereof; articles made of, 
or ornamented, mounted or fitted 
with, precious metals or imitations 
thereof; watches and clocks and cases 
and movements therefor, gold, gold- 
plated, silver, silver-plated or sterling 
flatware or hollow ware; opera glasses; 
lorgnettes; marine glasses; field glasses; 
and binoculars. The tax imposed by this 
section shall not apply to any article 
used for religious purposes, to surgical 
instruments, or to frames or mountings 
for spectacles or eyeglasses.” 

Sec. 2403. Return and Payment of 
Retailers’ Excise Taxes. 

“Every person who sells at retail any 
article tawable under this chapter shall 
make monthly returns under oath in du- 
plicate and pay the taxes imposed by this 
chapter to the collector for the district 
in which is located his principal place of 
business or, if he has no principal place 
of business in the United States, then to 
the collector at Baltimore, Md. Such re- 
turns shall contain such information and 
be made at such times and in such man- 
ner as the Commissioner, with the 
approval of the Secretary, may by reg- 
ulations prescribe. 

“(b) The tax shall, without assessment 
by the Commissioner or notice from the 
collector, be due and payable to the 
collector at the time so fixed for filing 
the return. If the tax is not paid when 
due, there shall be added as part of the 
tax interest at the rate of 6 per centum 
per annum from the time when the tax 
became due until paid.” 

Sec. 2404. Definition of Sale. 

“For the purpose of this chapter, the 
lease of an article shall be considered 
the sale of such article.” 

Sec. 2405. Lease, Conditional Sales. 

“In the case of (a) a lease, (b) a con- 
tract for the sale of an article wherein 
it is provided that the price shall be 
paid by installments and title to the 
article sold does not puss until a future 

(Please turn to page 139) 
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The opinions of Senator Mon C. Wall- 
gren, in private life a retail jeweler in 
Everett, Wash., on the Jewelry Tax, were 
recently solicited by A. Blustein, of A. 
Blustein, Inc., wholesalers of Washing- 
ton, D. C. In his answers Senator Wall- 
gren seems to express the prevailing 
views of Washington officialdom with re- 
gard to this most important issue. The 
conversation was as follows: 

Question. Senator, you are a jeweler 
and many people in our trade would like 
to know your attitude toward the defense 
tax placed on jewelry sales in the rev- 
enue act passed by the House of Repre- 
sentatives. 

Answer. In speaking to fellow jewel- 
ers I do not need to say what we all 
know—that jewelers everywhere are pa- 
triotic and want to pay their fair share 
of taxes needed in this emergency. We 
all want to assist. 

Question. That is very true but many 
feel that a five per cent tax is more com- 
mensurate with the jewelry industry’s 
fair share. 

Answer, That is a difficult question 
to answer. I confess that I think there 
is justice in this contention. A fair 
answer, however, would entail a long 
and difficult economic study of our in- 
dustry in relation to all other industries. 
The Ways and Means committee of the 
House of Representatives thought 10 
percent a fair tax. Neither this commit- 
tee nor any other congressional group 
will knowingly discriminate to the dis- 
advantage of any industry. 

For myself, I will say that I am op- 
posed to sales taxes in general. Such 
taxes do not take ability to pay into con- 
sideration. The burden of a 10 percent 
sales tax falls most heavily on the man 
who is having the greatest difficulty in 
supporting his family. 

This Federal sales tax will fall more 
heavily on the dealer in my state of 
Washington where a three percent local 
sales tax is already being collected. It 
is not entirely fair that some should pay 
a greater tax than others on the same 
type of goods. Such a situation shows 
the need for a thorough revamping of 
the tax structure. 

In discussing this question with Fi- 
nance committee members and_ with 
Treasury department officials, I have 
suggested that the five percent tax ap- 
pears more equitable. 

It is held by many that the 10 percent 
tax would so reduce sales as to make the 
ultimate return no greater than that 
from a tax half as big. The Treasury 
department scoffs at this argument. Offi- 
cials there contend that the larger tax 
being twice as big will bring the Gevern- 
ment twice as much revenue. They hold 
the larger tax will not reduce jewelry 
business volume. 

This tax bill, we must remember no 
matter what our attitude, is designed to 
raise three and a half billion dollars in 
additional revenue. Of this more than 
two and a half billion dollars is to come 
from various income taxes and 900 mil- 
lion from excise levies. Of the total the 
jewelry industry is asked to raise about 
50 million dollars. 








He Asked— He Explained— 





A. BLUSTEIN 


SENATOR WALLGREN 


Question. Why did the Ways and 
Means committee place the duty of tax 
payment on the retailer rather than upon 
the manufacturer? 

Answer. I went to the Treasury de- 
partment for an answer to that question. 
Officials there cited experience under two 
previous jewelry tax acts. They said a 
10 percent manufacturers’ tax had re- 
turned only four million in revenue as 
compared to a 20 million dollar revenue 
from a five percent retail sales tax. 

In addition, they said that every re- 
tailer under the construction of the law 
is in fact a manufacturer. The courts 
have held that when two taxable articles 
are combined that combination is in fact 
manufacture. Officials of the Bureau of 
Internal Revenue told me that it was 
difficult to enforce the previous manu- 
facturers’ tax. These same officials 
pointed out that the imposition of a 
manufacturers’ tax would have necessi- 
tated a floor tax on goods held by the 
retailer. 

Question. Do you think that the diffi- 
culty entailed in reporting on the retail 
tax will cause stores primarily interested 
in other lines to drop jewelry products? 

Answer. Only experience can answer 
this question. It will be more difficult 
for those stores which handle jewelry 
articles as a side-line but only time can 
tell whether taxation can reduce outside 
competition for the man who has made 
jewelry his life work. 

Question. Many people think that 
the retail tax will reduce direct sales 
from manufacturer to consumer. 

Answer. The wholesaler who makes 
a few stray sales will no doubt think 
twice, before taking on the added book 
work. The wholesaler who makes a prac- 
tice of direct sales to the consumer is 
another matter. 

Question. When do you expect final 
action in Senate on this revenue act. 

Answer. The finance committee is 
just starting hearings. I am sure that 
it will examine each item with care. 
Every bit of valid information which has 
come to me has been referred to the 
committee for study. Barring major 
change, and it does not appear that there 
will be any, the bill may come to the 
Senate for action early in September. 
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Industrial Selling Act 
Passed in Pennsylvania; 


Fifth of Such Measures 


Retailers in all branches of trade are 
gaining heat through steps which have 
now been taken by five states to restore 
an estimated billion and a half dollars 
in trade to established retail channels. 
The latest state to enact a_ so-called 
“Wisconsin Law” is Pennsylvania, where 
Gov. Arthur H. James signed House Bill 
No. 1028, on Aug. 11. 

This act, like those previously enacted 
in Wisconsin, Michigan, Illinois and 
Minnesota, prohibits the sale of mer- 
chandise, other than that of his own man- 
ufacture, or that handled in his regular 
course of business, by an employer to his 
employes. 

The bill provides: 

“No person, partnership, corporation 
or association engaged in any business 
or trade in this Commonwealth shall by 
any method or procedure directly or in- 
directly, by itself or through a subsidi- 
ary agent, sell or procure for sale, or 
have in its possession or under its con- 
trol for sale to its employes, or to any 
person, any article, material, product or 
merchandise of whatever nature, not of 
his or its own production, not handled in 
his or its regular course of trade or busi- 
ness or not connected with or related to 
his or its trade or business. provided that 
this section shall not apply to the sale 
or distribution of (1) meals, candy, bev- 
erages, cigarettes, cigars, tobacco, (2) 
tools and materials used or worn by em- 
ployes in such trade or business, or ap- 
pliances and products which are used 
and worn by employes and are or may 
be beneficial to the safety, health and 
working conditions of such employes; 
(3) equipment or machinery which has 
previously been used by suck person, 
partnership, corporation or association 
in the conduct of his or its business or 
(4) goods of use in the furtherance of 
his or its trade or business or connected 
therewith or related thereto; and pro- 
vided further that the provisions of this 
act shall not apply to co-operative asso- 
ciations organized under the laws of this 
Commonwealth and provided further, 
that nothing herein contained shall be 
construed to prokibit or prevent any 
person, firm or corporation engaged in 
any industry, other than a retail busi- 
ness or trade, from owning and operat- 
ing either directly by itself or through 
any agency or subsidiary a bona fide 
store, or stores, for the sale of goods 
at retail to his or its employes and others 
under the provision of this section.” 

Violations of the section are consid- 
ered unfair competition and are action- 
able at the suit of any person damaged 
thereby. Such action shall be in equity 
by injunction only and no damages shall 
be assessed. 

The bill had the backing of the Retail 
Jewelers’ Association of Phi'adelphia 
and Eastern Pennsylvania and the Retail 
Jewelers’ Association of Western Penn- 
sylvania, and the Philadelphia Trade 
Relations Council, which comprises a 
number of leading jewelry stores. 

M. Simon, president of the Retail 
Jewelers’ Association of Philadelphia, 
says that Edwin Malmed, the executive 
secretary, drew the bill which was 
introduced in the lower house of the 
legislature by Representative Cohen, of 
Philadelphia. The association fought 
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Limited Restrictions on Credit Extension Imposed; 
Affects Few Jewelers’ Items; 20% Down Payment Fixed 


Rumors that have been going the 
rounds of credit merchants to the effect 
that the Federal Government might 
clamp down with regulations to control 
installment selling of consumer goods 
were confirmed by an Executive Order 
issued by President Roosevelt under 
date of Aug. 11. 

Invoking the powers conferred by a 
World War statute, the President de- 
clared that public interest required that 
the use of consumer credit be controlled 
and regulated during the emergency, to 
curb inflationary tendencies, and to hold 
down the buying of goods that use ma- 
terials and equipment needed for defense 
purposes. He designated the Federal 
Reserve Board as the agency to draw 
up and enforce necessary regulations. 

Four days later, on Aug. 15, the 
Board made public a tentative draft of 
the rules which would be applied. For 
the present, jewelry and similar goods 
are not affected, though under the broad 
powers granted by the President’s order, 
the scope and stringency of the controls 
may be extended later. 

This first set of regulations, however, 
will apply only to the purchase of such 
articles as automobiles, motor boats, 
motoreyeles, and major household appli- 
ances and equipment. A few of the lat- 
ter, including radio sets, vacuum clean- 
ers, washing machines, and refrigerators, 
are handled by some credit jewelers, who 
of course will be subject to the regula- 
tions on the sale of such products. 

For these goods a minimum down pay- 
ment of 20 per cent of the purchase 
price is required, and payments must 
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not extend for longer than 18 months 
from the date of purchace. 

Credit sellers of all goods covered by 
the regulations must obtain a_ license 
from the Federal Reserve Board on and 
after Jan. 1, 1942. No license is required 
for the remainder of 1941. Licenses may 
be suspended or canceled for false regis- 
tration or for failure to comply with the 
Board’s regulations. 

Records must be kept of all transac- 
tions covered by the regulations, and 
payments must be made in approximate- 
ly equal amounts at approximately equal 
intervals which are not to exceed one 
month apart. 

Marriner S. Eccles, chairman of the 
Federal Reserve Board, in making the 
announcement, emphasized that the pur- 
chase was only to reduce the pressure of 
consumer demand for goods of which 
there is, or may be, a scarcity because 
ot defense requirements and to lessen 
inflationary tendencies. 

Reports that the regulation of con- 
sumer credit would be “drastic” were 
unfounded, he stated. However, as set 
forth above, extensions of the regula- 
tions may follow later. 

“It is proposed,” he said, “in the initial 
regulation, covering only a limited num- 
ber of articles and applying moderate 
terms, to lay a basis for such subse- 
quent coverage and adjustment of terms 
as experience in this field and economic 
developments mey indicate to be neces- 
sary in order to carry out the purposes 
of the executive order.” 





vigorously to have the bill passed by the 
House and saw the measure approved 
by the State Senate, July 10, by a 38-7 
vote. 

Thomas Quigley, secretary-treasurer 
of the Trade Council, visited all in- 
dustrialists and bankers in the Philadel- 
phia area in an effort to learn the true 
extent of industrial selling and found 
that practically all of them were grant- 
ing this privilege, unconscious of the 
detrimental effect it was having on the 
retail merchant. 

“The companies visited,” reported Mr, 
Quigley, “employed approximately 100,- 
000 persons and when multiplied by four 
to include families and friends to whom 
they extended the courtesy, it probably 
checked to a great extent the purchases 
of 400,000 to half a million persons. This 
law will tend to make them conscious of 
the unfairness of this practice and mak- 
ing it an unlawful act to continue it will 
strengthen our position towards elim- 
inating it altogether. 

“This law not only protects the re- 
tailer and the customer but also is good 
for the wholesalers who, in most cases, 
are not equipped to handle to retail 
trade and do not want to be bothered 
with it but who are afraid of offending 
the purchasing agents of large compa- 
nies by refusing to sell the employes. 

A number of employers told Mr. 
Quigley that they would be glad to have 
a “way out.” They got nothing by allow- 
ing the privilege except, perhaps, some 
employe good-will, which is question- 
able, but in many instances by taking 
up the purchasing agents’ time it was 
costing the employers money. One esti- 





mated that it cost $12,000 a year to 
handle employe buying orders and keep 
the records straight. 

For many years, particularly during the 
holidays, many large industrial concerns 
in Pennsylvania have “shopped” for mer- 
chandise, especially watches, at a dis- 
count. Not only have they tried to buy 
at wholesale prices, but failing in this, 
they would pit one retailer’s price 
against another's. 

Loss of tax revenue which would have 
come to the state on all sales made 
through regular retail channels, was 
given as one of the principal arguments 
for such a law by Senator Leo A. 
Mundy. 

S. Kind & Sons, Philadelphia jewel- 
ers, have circulated a printed notice to 
all their sources of supply, printed on 
regular bank note stock, and about the 
size of a check, which reads: 

“In an effort to improve conditions in 
the distribution of merchandise we have 
put into effect the following policy for 
our store: 

“No employe, buyer, or executive shall 
be entitled to purchase merchandise at 
wholesale or discount prices for his per- 
sonal use or others, unless a_ regular 
store order, properly signed, is pre- 
sented at the time of purchase. Any 
merchandise so purchased, must be billed 
and delivered to the store. This should 
make it unnecessary for you to sell any 
merchandise to retail customers. 

“We ask your wholehearted coopera- 
tion with this policy, and request that 
you write us, stating that you under- 
stand it, and will strictly adhere to our 
ruling.” 
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(Continued from page 137) 

date notwithstanding partial payment by 
installments, or (c) a conditional sale, 
there shall be paid upon each payment 
with respect to the article that portion 
of the total tax which is proportionate 
to the portion of the total amount to be 
paid represented by such payment. No 
tax shall be imposed under this chapter 
on the sale of any article taxable under 
section 2400 or section 2401 if with re- 
spect to such article the lease, contract 
for sale, or conditional sale was made, 
delivery thereunder was made, and a 
part of the consideration was paid, be- 
fore July 1, 1941.” 


Ten Per Cent Tax Held Discriminatory 


Appearing in behalf of ANRJA with 
8200 retail jeweler members, 35 retail 
jewelers associations, and, 11 organizations 
of manufacturers, importers and whole- 
salers, G. H. Niemeyer, chairman of the 
Jewelry Industry Tax Committee, pre- 
sented evidence that the rate of 10 per 
cent on retail sales discriminates un- 
fairly against jewelry in comparison 
with other products which compete for 
the same consumer dollar, since the rates 
suggested for these competing products 
are substantially lower. He urged that 
the rate be reduced to 5 per cent. 





Retroactive Feature Criticized 


Mr. Niemeyer concluded by pointing 
out the unfairness of the retroactive 
feature of Section 2405 of the bill which 
provides that in the case of conditional 
or installment sales made subsequent to 
July 1, 1941, the jeweler would be re- 
quired to pay the tax on all amounts 
collected from the customer after the 
act goes into effect, while open charge 
accounts paid after the effective date 
of the tax would be tax free. He recom- 
mended that this be changed so that the 
tax would apply only on sales made 
after the tax becomes effective, regard- 
less of the time of collection of the ac- 
count. 

Mr. Niemeyer was followed by Wil- 
liam Wagner, Executive Secretary, As- 
sociated Credit Jewelers of New York 
and New Jersey, who presented further 
arguments along the same lines, includ- 
ing statements from Phineas Peters, 
chairman, Executive Board of Retail 
Jewelers’ Associations of Greater New 
York, and Victor Ross, vice-president 
and acting president of the Westchester 
Jewelers Association. 

All of the associations mentioned 
favored the principle of applying the tax 
on the retail sale, but argued that a rate 
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“ over 5 per cent would result in unfair 
discrimination and distress. Mr. Wag- 
ner in his capacity as representative of 
a highly important group of credit 
Jewelers also emphasized the unfairness 
of the retroactive features of the tax on 
installment collections previously pointed 
out by Mr. Niemeyer and strongly urged 
that this provision of the bill be changed. 
Roessjer Maintains Counter Views 

Rather strangely, Ralph Roessler, who 
was the next jewelry witness, although 
president of the National Association of 
Credit Jewelers, made no reference to 
the discrimination made against credit 
sellers by the bill and did not suggest 
any revision of this feature. After a 
preliminary statement to the effect that 
the previous witnesses represented the 
manufacturers (despite the fact that 
Mr. Niemeyer was presenting the views 
of ANJRA and 35 state associations, 
and that Mr. Wagner and the gentlemen 
whose statements he presented were dele- 
gated by strictly retail associations) he 
confined his remarks to what he stated 
would be the difficulty and expense to 
the Treasury of collecting the tax from 
retail stores, and repeated the same sug- 
gestion he had made to the Ways and 
Means committee of the House of Rep- 
resentatives—namely, that the tax be 
levied at the rate of 10 per cent at the 
point of sale from manufacturers to re- 
tailer. 

Streeter Reviews Previous Jewelry Tax 

Final witness for the jewelry trade 
was Wilson A. Streeter, president of the 
retail firm of Bailey, Banks & Biddle, 
and chairman of the tax committee of 
ANRJA. Mr. Streeter reviewed the his- 
tory of previous jewelry taxes, pointing 
out that in every instance where it had 
been tried, a tax upon manufac- 
turer’s sales produced a disappointingly 
small revenue, bred evasion and sharp 
practices, and created inequitable situa-~ 
tions. 

He endorsed in behalf of ANRJA, the 
principle of applying the tax on retail 
sales without exemption, but urged that 
the rate be reduced to 5 per cent, and 
like all of the preceding speakers ex- 
cept Mr. Roessler, pointed out the un- 
fairness of the bill to the credit jeweler 
and recommended its revision on this 
point. 

Hearings before the Senate Finance 
Committee on the tax proposals have 
now been concluded, and presumably the 
committee will now study the provisions 
of the bill to decide what if any revisions 
to suggest in submitting the measure to 
the Senate for further consideration and 
action. ss 





BOSOM FRIENDS FOR 43 YEARS 





W. L. Stone, right, jeweler of Pottstown, Pa., 
and Squire Grant Koone of the same town have 
been celebrating their birthdays together on Jan. 
26, for 43 years. They met coincidentaily in 1898 
and each yea: since have had a double party 
attended by thirty friends. Mr. Stone has spent 
hali a century in the retail jewelry trade. 
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KIMLER & DANIEL, INC. 
83 Canal St. New York | 


140 








Theyre in 





q Fred Weisberg, formerly of the House 
of Milner, 728 Sansom St., Philadelphia, 
is now a private at Kelly Field, Tex. 
4 Private Morris Reis, Greenwold-Grift 
Co., of Cincinnati, returned to Cincin- 
nati on a short furlough recently and 
visited friends and relatives. He is sta- 
tioned at Fort Oglethorpe, Ga. 

q Richard M. Rowe, watchmaker of Dor- 
chester, Mass., formerly of St. Just, W. 
Cornwall, England, during World War 
No. 1, put in three and one-half years 
in the British Navy. His son, now 21, 
Private Reg. M. Rowe, motorcycle dis- 
patch rider and Bren gunner, is now in 
the British Army. His description of 
two months in the front lines in France 
got by the censor and his letter wound 
up stating, “Unless there’s a crack-up, 
I'll be married Sept. 20, while on fur- 
lough, as you did.” 

q Lt. Louis Corbin, Jr., son of Louis 
Corbin, secretary of the Samuel Wein- 
haus Co., Pittsburgh wholesale jewelers, 
who is stationed in the Fifth Regiment 
Armory, Baltimore, has written a num- 
ber of radio programs and _ presented 
them over Station WCBM in that city. 
q@ It took Harry Bulova Henshel, Jr., 
formerly of the Bulova Watch Co. sales 
staff, shown here in field maneuvers at 
Pine Camp, N. Y., last month, just two 
months to become a corporal in C Bat- 
tery, 22nd Field Artillery Battalion, a 
unit of the 4th Armored Division, but 
he cut that time precisely in half in 
making the next upward step. 

Henshel volunteered and was inducted 
on May 13. On July 12 he was pro- 
moted to the rank of corporal and ex- 
actly one month later was made a ser- 





A BULOVA TAKES THE RANGE 


geant. Sgt. Henshel, who is 22, is a 
grandson of the late Joseph Bulova, 
founder of the Bulova Watch Co. Before 
| he joined the Army he was in the firm’s 
| sales staff, and in previous years, during 
summer vacations, worked in the Bulova 
factories, learning the business the “hard 
way.” 

Military life is not entirely new to 
young Henshel, for he spent two years 
at Staunton Military Academy, graduat- 
ing in 1935. Then he went to Brown 
University and put in a year in the 
National Guard while there. He was on 
the track team at Brown, specializing in 





the mile and quarter-mile events. 

Now as instrument sergeant, it’s his 
job to set up an observation post and 
observe fire, as he is shown doing with 
the use of the American Aiming Circle. 





q Lt. Stephen Gibbons, treasurer of Ful- 
mer & Gibbons, Philadelphia manufac- 
turing jewelers, is doing his duty by his 
country, with the Quartermaster Corps, 


Lt. Stephen 
Gibbons, 9.M.C. 





attached to the Air Corps at Turner 
Field, Albany, Ga. Lt. Gibbons, son 
of L. W. Gibbons, principal of the firm, 
entered the service last March, shortly 
after he took unto himself a bride. 

q Ray Menner, for some years a mem- 
ber of the sales department of the Sam- 
uel Weinhaus Co., Pittsburgh wholesale 
jewelers, whose father, until his recent 


Corp. Ray 
Menner 





death, was secretary and director of the 
firm, is now a corporal in Uncle Sam’s 
ever-increasing army. Corp. Menner is 
stationed in Baltimore. He was back 
in Pittsburgh on furlough recently. 

q Lt. Richard Simon, son of M. Simon, 
of M. Simon & Co., 1222 Market St., 
Philadelphia, is on duty at the 7th 
Quartermaster’s Training Center, Camp 
Lee, Va. Lt. Simon, a member of the 
store staff, was a member of the U. S. 
Army Reserve. He was called to service 
July 31. 

q Philip Kind, Jr., son of the secretary 
of S. Kind & Sons, Chestnut St. at 
Broad, Philadelphia, has been transferred 
to the Naval Air Station at Jacksonville, 
Fla., for additional training after com- 
pleting a preliminary course at the 
Philadelphia Navy Yard. 

q James Hultz, formerly of the watch 
repair department of S. Kind & Sons, 
Chestnut St. at Broad, Philadelphia, is 
now with a medical unit at Indiantown 
Gap, Pa. 

4 Albert Cohen, formerly of the French 
Jewelry Co., 137 S. 8th St., Philadelphia, 
was to leave last month for Camp Lee, 
Va. 

4 A proud father is Ralph Roessler, 
NACJ president, whose son, Dr. Wil- 
liam Roessler, is one of the first op- 
tometrists to be commissioned an Ensign 
in the Navy, being connected with a new 
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Too Big to Fly a U. S. Fighter, Son of Florida Jeweler 
Flying With American Eagles: Had Tea With Queen Mary 


Adventure with a capital A is exactly 
what Reade F. Tilley, Jr., son of the 
Clearwater, Fla., jeweler is finding as a 
fighter sergeant pilot with the American 
Eagle Squadron in England. 

Told that he was too big to be a 
fighter pilot with the U. S. Air Corps, 
being 6 feet, 3 inches tall, whereas the 
Air Corps maximum for a fighter is 6 
feet, and not content to be a bomber 
pilot, young Tilley joined the Royal 
Canadian Air Force on June 1, 1940. He 
was made a sergeant pilot on Jan. 5, 
1941. 

After a ten-day furlough he sailed for 
England on the S.S. Georgic (recently 
reported sunk in the Suez Canal.) His 
determination to become a fighter pilot 
was rewarded when he was selected as 
the only man of his section of 42 to be 
sent to the Hurricane School, while the 
others had to be content as bomber and 
ferry pilots. 

While his frequent communiques to his 
parents are heavily censored so that 
they do not know what military tri- 
umphs he has made, his letters show 
that he has been a WOW socially. 

Writing from Gloustershire on June 
13, one of his letters reads: “This is get- 
ting to be a better war every day it 
seems; believe it or not, TODAY I HAD 
TEA WITH QUEEN MARY; what a 
break. I was invited to spend the week- 
end here at the estate of Lord Bathurst 
(a 40-room bedroom bungalow with a 
70-acre backyard). There were among 
those present: Four Lords with their 
Ladies, a General, a Vice-Admiral, three 
Colonels, two Canadian officers and my- 
self as the only representative of the 
U. S. A. Among those present was Lord 
Cripps, the British Ambassador to Rus- 
sia. The Queen chatted with me most 
cordially.” 

Tilley’s most recent letter to his father 
said: “Those polecats across the channel 
are so shy we have to go over and smoke 
them out every day. ... The RAF is 
definitely on the offensive and there are 





signs that the Jerries are getting more 
nervous every time they see our Spitfires 
and Hurricanes coming over.” 

Writing about the Eagle Squadron, 
Reade writes: “These boys are the 
roughest, toughest bunch of cloudbusters 
that ever haunted the ozone. Stout fel- 
lows all; playboys, airline pilots, football 
players, medical students, a banker, a 
piano salesman, a cowboy and a college 
professor; a cross section of the good 
old U. S. A. 


“The fellows who are worrying Jerry 


Reade F. Tilley, Jr., 
young Floridan who is 
now testing his wings 
with the American 
Eagle Squadron in En- 
gland. He is only 23. 





now are our night fighters,” he relates. | 


“We are on the way to making 20 per 
cent casualties out of his night bombing 
raids ; that will lick night bombing. Then 
Jerry will try mass daylight raids and 
that will suit us perfectly. Last Septem- 
ber four Hurricanes would tackle 50 
Jerries; but this summer, when _ they 
come over, the sky will be literally 
filled with Hurricanes and Spitfires. 

Courageous and _ self-confident, he 
ended one of his letters to his parents 
with this assurance: “Don’t worry about 
me. Am definitely in my element, and 
know that I can take care of any situa- 
tion. You know, it’s hard to beat a 
man at his own game, Dad. Am not 
exaggerating my abilities, but I'll come 
out on top in this scrap.” 





department, Volunteer Specialists, a part 
of the Medical and Surgery Division. 
He will work in base hospitals and has 
asked to be assigned to the aeronau- 
tical department. He left Aug. 3 for 
duty at Jacksonville, Fla. The optometry 
profession has been working for years 
for recognition by the service branches, 
and Dr. Roessler was one of 30 in the 
profession who were invited to take ex- 
aminations to qualify for commissions. 
q F. H. Noble & Co., Chicago supplies 
house, is certainly making its full con- 
tribution to the defense effort. The fol- 
lowing are employees of the firm who 
are now serving under the Stars and 
Stripes: 

Capt. Jack Garner Allen, of the Box 
Department, now with Armored Force 
Replacement Center, Fort Knox, Ky. A 
reserve officer, he was called last Feb- 
ruary; Edward Glowacki, Battery D, 
54th Territory, 2nd Battalion, Camp 
Callan, San Diego, Cal.; Sgt. Howard 
Rasmussen, 131st Infantry, Co. D, Camp 
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Forrest, Tenn.; Richard Dowdle, 2nd B. 
M. Hdats. Battery, 124th Artillery, Camp 
Forrest, Tenn.; Joseph Angone, 8th Air 
Base Squadron, 7th Air Base Group 
(Special), Scott Field, Ill.; Carl R. 
Strehmann, Co. A, 18th Ord. Bat., 3rd 
Armored Division, Camp Polk, La.; 
Thomas Giambarberee, Camp C, 23rd 
Eng. B. N. (Arm’d), Camp Polk, La.; 
Joseph Rauscher, 301st School Squad, 
Barrack 544; William Thorpe, Army 
address unknown; and Joseph Kolb, 57th 
Battalion, Co. D, Camp Wolters, Texas. 





New A.G.S. Study Group 


Students of the American Gem So- 
ciety mail courses have organized a 
study group in the Urbana-Columbus, 
Ohio, area. Two meetings have been held 
in Urbana under the leadership of 
Robert Shipley, Jr., Director of Educa- 
tion and Research of the G.I.A. and 
A.G.S., who is at present serving at 
Wright Field. 
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WISHES TO 
THE BRIDE! 


Individual cards 
come ir delight- 
ful dual color 
combinations: 
Blue - White — 
Green-White — 
Coral - Ivory — 
Buff - ivory — 
Gray-Pink. 
DES:EGNS 
painted in five 
soft pastel col- 
ors. 


PAPERS richly 


textured and 
deckled. 

GREETING (on 
third page) 


steel engraved. 
SIZE of Cards 


— 45% x 6% 
inches. , 

AS A GOOD 
WILL GES- 
TURE, include 


one of! these 
beautiful cards 
with esch wed- 


ding gift you 
sell. 
ALSO sell them 


as _ individual 
items at 25c. 

ASSORTMENT 
of Sixty Cards, 
6 styles, 10 o 
each, ‘complete 


with envelopes to match — in 
White Counter Display Box. 


$7.50 Net 


Also a splendid Assortment of 


New BIRTHDAY Cards. 
+ general idea and size. 
Display 


Counter 
Cards. 


Same 
In White 
Bex, Sixty 
$7.50 Net 
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Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 


Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER &CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 
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VARTANIAN & SONS 
608 Fifth Avenue 


New York 
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CALENDAR OF COMING EVENTS 
SEPTEMBER 


1-5 Detroit Gift Show 

7-8 New Jersey R.J.A. 

7-8 Oregon State Jewelers Convention 
8-12 Boston Gift Show 

9-13 Parker House Gift Show 

lowa R.J.A. Convention 


22-26 Philadelphia Gift Show 








Hotel Statler Detroit 

Ambassador Hotel Atlantic City 
Portland 

Hotel Statler Boston 

Parker House Boston 

Hotel President Waterloo 

Hotel Benj. Franklin Philadelphia 





Magnificient Bowl Nearly Completed by Joseph Straker 
76-Year-Old Master Silversmith of Watson Company 


Well past his three score years in a 
trade which has had his family’s devotion 
for three generations, a master crafts- 
man is completing a specimen of the 
workmanship that has marked him as 
exceptional. The silver bowl upon which 
he is working is not massive but it will 
be priced at not less than $5000 should 
the Watson Co., Attleboro, Mass., silver- 
smiths, ever decide to sell this crowning 
achievement of Joseph E. Straker, its 
vice-president. 

Some 2000 hours will have gone into 
the execution of this single piece and 
these have been spaced over four years. 
Rarely, if ever, in America, has such an 
item been attempted because there is no 
market for it and because few are the 
workmen who could attempt it. Its 
emblematic design, worked out by Mr, 
Straker himself, includes panels depict- 
ing the four seasons represented by cu- 
pids in appropriate settings and sur- 
rounded by each season’s decorations. 
The four constellations separate the 
panels and surround the zodiac, in the 
center of which is placed the blazing sun. 
No few words can describe it all or con- 
vey the impression given the beholder 
when he marvels at the tremendous de- 
tail that has been worked out. Many 
of the 500 tools that crowd Mr. Straker’s 
bench have had their part in this labor 
of love. The 76-year-old craftsman re- 
joices, not because of the value of the 
work or the praise given it but because 
fortune has been kind enough to provide 
him with the strength of hand and eye 
to attempt the perfection of his art. 

The Straker bowl worthily represents 
the climax of three generations devoted 
to silversmithing. Long ago in London, 
the head of the silver firm of Harper & 
Son brought his nephew into the shop to 
teach him the trades. That nephew grew 
in ability and skill, captured a_ gold 
medal in Paris as one reward and was 
given a chance in America as a second 
reward. Gorham’s brought him here as 
foreman of their experimental depart- 
ment and with him came his little son 
who is now Attleboro’s Joe Straker. 

Apprenticed at 14 to a silver chaser, 
the boy studied silver design for five 
years at R, I. School of Design in the 
night classes and then took up die-cut- 
ting, finding experience in three different 
shops. About 1896 he and his brother 
started a die-cutting business in North 
Attleboro, the firm now known as 
Straker & Freeman. In 1898 C. L. Wat- 
son brought him to his plant as superin- 
tendent and, save for some few years 
with the Robbins Co., in Attleboro, he 
has been with the Watson Co. ever since, 
having been made vice-president in 1905. 

His wide knowledge of all the trades 
involved made Mr. Straker a chief fac- 
tor in the growth of the company. Mr. 
Watson was a tool-maker, not a silver- 
smith; but he was first of all a business 





leader, perhaps the keenest Attleboro 
has ever known, and the tiny shop grew 
into the immense plant that bears his 
name today. Joe Straker was not just 
an employe; he was Watson’s friend and 
today over the work bench where the 
handsome bow! is being completed hangs 
a picture of Mr. Watson. It looks down 
upon this masterpiece which is designed 
to make more famous the name of the 
Watson Co., already widely known as 
one of the few exclusively sterling silver 
factories in the country. 

Busy with the experimental work, 
hand-making pieces so that tools for 
them can be made later, Mr. Straker 
has steadfastly refused any publicity 
through all the years. He arranged the 
recent jewelry exhibit for the Attleboro 
museum but few knew of his part. He 
is modest about his own abilities, but he 
will tell fondly of his years with Mr. 
Watson and point out proudly to the 
shining rows of products designed and 
executed in the plant, minimizing his 
own part of it all. 














FOR MORE ACCURATE 
DIAMOND GRADING. 


The Uniform Light Source 
For Diamond Grading 
Released to the Trade 

by the 
GEMOLOGICAL INSTITUTE 
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PROTECTS AGAINST ERRORS 


An “artificial daylight’’ more con- 
stant and reliable than natural day- 
ee 6+ 06es ees 04s es Oe KS 
Write for description. 
GEMOLOGICAL INSTITUTE OF AMERICA 
541 S. Alexandria Los Angeles 
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U. S. JEWELRY SALES ROSE 40% IN JULY 


oe 


BB NON-REPORTING STATES ~ 
FA INSUFFICIENT DATA 





THE ACCOMPANYING MAP shows in percentages how independent 
jewelry store sales during July, 1941, compared with business done in July, 


1940. 


On the basis of reports from 855 stores in 33 states, the amount of 


business done in July was 40 per cent larger than that of July, 1940. 


While there was a seasonal decline of 
15 per cent from June, the decrease was 
less than usual between those two 
months, and July enjoyed a more favor- 
able comparison with the same month of 
last year than did June with its corre- 
sponding month of 1940. June sales in 
1941 were 36 per cent ahead of the same 
month last year. 

Average gains of 32 per cent over 
July of 1940 were reported from Wash- 
ington and Iowa, and these were the 
lowest typical results among all the 
states covered in the monthly survey. 
High state for jewelry sales improve- 
ment was New Mexico, with a resound- 
ing 65 per cent average gain. Closely 








following were Michigan, Indiana, Con- 
necticut, Missouri and Kansas, all with 
gains of more than 50 per cent in July 
jewelry sales over the same month of 
last year, as the combined effect of 
armament employment and rising farm 
income. 

City comparisons, July, 1941, over July, 
1940, follow: Chicago, plus 24 per cent; 
Los Angeles, plus 34 per cent; Port- 
land, Ore., plus 36 per cent; St. Louis, 
plus 53 per cent, and Seattle, plus 34 
per cent. 

Source: Current Statistical Service. 
Bureau of the Census, Washington. 
D. C., E. J. Engquist, Jr., chief. 
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Sales for July, 1938, were 





RETAIL JEWELRY SALES 
Month by month for past four years 
Taking January, 1938, as 100: 


Sales for July, 1941, were 170.8 
Sales for July, 1940, were 121.7 
Sales for July, 1939, were 106.0 
97.4 
Sales for June, 1941, were 201.5 
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JUNE EMPLOYMENT IN JEWELRY, WATCH, SILVER MANUFACTURING PLANTS 


(1923-1925—100) 
June June June June June June June 
1935 1936 1937 1938 1939 1940 1941 
Se) ee eae ae ey eer 70.5 72.4 87.0 74.7 84.5 91.2 109.0 


Silverware & plated ware.... 62.6 55.2 


Clocks, watches & time record- 


re 79.5 90.7 


66.2 60.4 67.8 68.3 84.4 


106.8 75.2 79.9 91.0 116.7 


(Source: U. S. Bureau of Labor Statistics.) 
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MODERN SETTINGS 
CREATED TO ENHANCE 
THE SIZE OF THE 
DIAMOND. 






420 
One-Piece 
Setting 


ONE-PIECE 
CONSTRUCTION 
. . NO SOLDER 


ADAPTABLE TO 
WIDE SHANK ... 
OBLONG BASE 


ATEN 
CAICU 


KWERICAN SETTING CO. 


164 EMMET STREET 


NEWARK e. 3 


419 


One-Piece 
Setting 
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DON T GROPE 


WHEN you're in the dark 
about getting stones of 
known quality—to suit both 
your needs and your purse— 
here’s a speedy solution . . . 
Call, write or phone to 
“Stone Headquarters” — any 
one of the three Nathan of- 
fices nearest you... We 
have achieved a national 
reputation for prompt, accu- 
rate and intelligent service 
for more than 40 years, han- 
dling everything in stones... 


from Amethyst to Zircon. 





§ THAN & 00. 


IMPORTERS and CUTTERS 


PRECIOUS STONES and PEARLS 


610 FIFTH AVENUE 
NEW YORK 


STONE HEADQUARTERS SINCE 1901 


Jobbing and Lapidary Depts.: 
71 Nassau St., N. Y. 
Providence Branch: 40 Fountain St. 
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Metal Priorities a Vexing Problem to Jewelry Makers 
But Comparatively Light Requirements Offer Hope; 
Finished Goods Ample and Production at High Point 


“Where do we go from here?” seems 
to be the universal cry of the day and 
the jewelry industry seems to be af- 
fected as mach and no more than many 
another industry serving the peacetime 
needs of the nation. 

Present indications are that the mat- 
ter of metal priorities, already of such 
vital concern to jewelry manufacturers, 
should cause the retailer no trepidation 
for the immediate future, as stocks on 
hand in almost all lines should be en- 
tirely adequate for the banner Christmas 
selling season which is anticipated. 

Just what the picture in jewelry man- 
ufacturing will be in the next three, six 
or twelve months the intelligent reader 
of news and business papers will be just 
about as well qualified to predict as the 
manufacturer himself. Washington must 
be watched closely these days, as_ the 
Office of Production Management and 
the Office of Price Administration and 
Civilian Supply engage each other in 
matters of authority and policy. 

It has been estimated that the New 
England manufacturing trade, employ- 
ing some 30,000 workers, requires only 
6,000 to 8,000 tons of base metal per 
year. From this it can be seen that the 
base metal requirements of the jewelry 
trade are infinitesimally small as com- 
pared with the needs of some of the other 
trades supplying consumer needs, yet the 
urge to divert everything into the de- 
fense effort is very great today. 

However, it is a fair assumption to 
make that government economists will 
not permit entire industries to fall into 
declines, making public charges of wage 
earners who cannot readily be absorbed 
into defense work, and at the same time 
depriving the country of regular revenue 
from their incomes. 

Certainly Treasury officials could not 
expect a greatly-hampered trade to pro- 
duce an extra 5C million dollars by the 
sale tax route, as the jewelry trade is 
supposed to do under the pending tax 
measure. 


Manufacturing at High Peak 


Manufacturing operations of jewelry 
firms in the Providence-Attleboro area 
are among the fastest on record. Since 
the beginning of May orders have been 
extremely heavy and some plants have 
been forced to refuse those other than 
regular customers. 

Some in the New England jewelry 
center are of the belief that the much 
publicized threats of shortages have 
prompted heavy forward buying. Others 
are of the opinion that the call stems 
from the increased public demand for 
the products of the industry, a situation 
created by the steadily rising consumer 
purchasing power. 

The present fast pace is cutting 
sharply into the supplies of manufac- 
turers and the outlook for the replenish- 
ment thereof is disconcerting. There ap- 
pears to be general agreement that the 
industry must in the near future obtain 
defense work or face a serious curtail- 
ment of operations. The New England 
Jewelers’ and Silversmiths’ Association 
has been active in attempting not only 
to secure defense contracts but also to 
get the OPM and the OPACS to give 
some brass to the trade. 

As for the present, the association 
suggests to its members the following 
methods: 





1. Roll down thick gauges and check 
widths and gauges to get extra percent- 
age from supplies on hand. 

2. When possible, use scrap from 
large piercings for small work; re-use 
stringing wire. 

3. Find new uses for old findings—do 
a little re-styling. 

4. Tin (white metal) is not yet as 
critical as brass. Substitute if possible. 

Approval of the 40-cent minimum 
hourly wage for the jewelry industry, 
early in August, caused little reaction. 
The scale had been recommended unani- 
mously by the industry committee and 
it was noted that the opposition to the 
rate during the oral hearings was com- 
paratively mild. The effective date is 
Nov. 1. 


Jewelers Meet Defense Contractors 


A group of New York jewelry manu- 
facturers, all members of the Jewelry 
Crafts Association, participated in the 
New York City Defense Production 
Clinic, at the Hotel Astor, Aug. 13, 
when both Gov. Lehman, who called the 
meeting, and William S. Knudsen, OPM 
Director General, spoke. Prime objective 
of the clinic was to have “small busi- 
nessmen” meet prime contractors for the 
purpose of learnin,; what sort of sub- 
contracts they would be in a position to 
handle. <A _ similar clinic, but national 
in scope, will be held in Grand Central 
Palace in New York, Sept. 22 to 24. 

The New York manufacturers who at- 
tended were: William B. Ogush, Katz & 
Ogush; Jacob H. Schaeffer, of Shiman 
Bros. & Co.; Barnett Esh, Kasper & 
Esh; Israel Raskin, I. Raskin & Co.; 
Benjamin L. Levinson, of B. F. Hirsch; 
Mark Tremper, of Benj. & Edward J. 
Gross; Harry Axel, Axel Bros.; Jacob 
Karlan, Karlan & Bleicher, and Henry 
L. Sperling, executive secretary of the 
Crafts Association. 





How To Solicit Government Orders 


A pamphlet designed to supply in- 
formation concerning procedures em- 
ployed by various government agencies 
in making routine purchases of merchan- 
dise for civilian needs was made avail- 
able today by the Department of Com- 
merce for the information of businessmen 
who desire to sell to Federal units. 

“There is no great mystery involved 
in doing business with the government,” 
according to the Department of Com- 
merce, “any businessman desiring to do 
such business may write to the Procure- 
ment Division, Treasury Dept., Wash- 
ington, D. C., and request to be listed 
to receive invitations to bid on items he 
ean furnish.” 

Army and Navy purchasing, it was 
announced, is explained by two booklets 
published by the respective departments. 
The “Army Purchase Information Bulle- 
tin” (1940) may be had by writing the 
War Dept., Washington, D. C. “Selling 
To The Navy” may be had upon appli- 
cation to the Navy Dept., Washington, 
D. C. 





Setting a Good Example 


Army forks and spoons have been re- 
designed by the Quartermaster Corps 
to eliminate zinc and nickel, two stra- 
tegic materials. The new items will be 
made of plated rust-resistant steel. 
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q The engagement of Harold I. Spath, 
of the Mossalone Co., to Miss Eleanor 
Bekay, has been announced. 

q Harry Smolin, importer of precious 
stones, has moved his office from 10 W. 
47th St. to larger quarters at 15 W. 47th 
St. 

4 Richard Stein, who was for years with 
Robinson & Sverdlik, recently opened 
a business in precious stones at 15 W. 
47th St. 

q Isidore Friedman, head of the Fried- 
man Gem Co., Inc., 71 Nassau St., expect- 
ed to leave on Labor Day for a business 
trip to Chicago and the Mid-west. 

Jesse Adler, Jr., has joined the sales 
staff of Baden & Foss, as special repre- 
sentative for its line of Remembrance 
Rings, calling on the trade in the Middle 
West. 

q Harry Rodman, American representa- 
tive of the Langendorf Watch Co., mak- 
ers of Lonville watches, left the latter 
part of August on an extended trip to 
the Middle West. 

q Jacques Kreisler, Inc., jewelry manu- 
facturers, have acquired additional land 
adjoining its plant in North Bergen, 
N. J., which they will use to bes.utify the 
area and hold for further expansion 
needs. 

q John L. Schwarz, well. known in the 
jewelry trade, is now representing the 
firm of Sacks and Perry, 62 W. 47th St., 
New York, in the Eastern territory. Her- 
man B. Sacks will be traveling through 
the Middle West during September. 

q Moe Rooder, “Mayor of Maiden Lane,” 
attended the three-day convention of the 
League of Locality Mayors, held at Mon- 
ticello, N. Y., Aug. 15 to 17. Mrs. Rooder, 
together with the wives of other “may- 
ors,” made a visitation to Camp Man- 
hattan, nearby Boy Scout camp, for the 
purpose of distributing candy. 

q Benjamin Franklin Biffar, popular 
Maiden Lane jeweler, of the firm of 
Wiltshire-Biffar Co., was taking things 
a little easier last month. One day, in the 
company of Mrs. Biffar and friends, he 
watched the horses run at Goshen. Ben’s 
business associates say he reports that 
he won “a little.” Later in the month 
he vacationed at Monsey, N. Y 

q The following officers were named in 
the recent election of Local 1, Interna- 
tional Jewelry Workers Union, A.F.L., 
in which 928 votes were cast, in the larg- 
est participating election ever held:  T. 
Passero, president; I. Eisenman, vice- 
president; L. Sverdlove, recording sec- 
retary; A. Leredu, financial secretary; 
Leon Williams, business manager; B. 
Sher, delegate; P. Garbick, trustee, and 
J. Sacks, trustee. 

q A long feature article which appeared 
recently in the Long Island Press, of 
Jamaica, N. Y., was devoted to the hobby 
of Felix Vollman, Belle Harbor jeweler, 
which is photography. While picture- 
snapping is just an avocation with him 
his equipment comprises 14 cameras, three 
enlargers, a motion picture projector, 
assorted lenses and filters and a fully 
equipped darkroom, with an aggregate 
value of about $5,000. 

q Henry L. Sperling, conscientious exec- 
utive secretary of the Jewelry Crafts 
Association, had a sort of “busman’s 
holiday” last month. As a vacation from 
his regular duties Mr. Sperling attended 
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the 19th annual National Institute for 
Commercial and Trade Organization 
Executives, at Northwestern University, 
Evanston, IIl., between Aug. 17 and 23. 
Outstanding leaders of business and gov- 
ernment addressed the institute. 

q Congratulations are in order for Jacob 
A. Golby, jewelry wholesaler at 9 Maiden 
Lane, who, this month, completes 50 
years in the wholesale jewelry trade, the 
last 48 of which have been in or near the 
Lane. When he started his business in 
1891 he dealt in watch materials and 
findings. He branched out and now carries 
a complete jewelry line. All of his trade 
lies outside the metropolitan area, and 
is heaviest in the Middle-West. At the 
age of 71 he still continues to call on the 
trade three times a year, and at present 
is making a seasonal, pre-holiday trip. 

q A complaint against the Busch Jewelry 
Co., Inc., charging that the firm had en- 
gaged in unfair labor practices and 
brought by Local 830, Retail Employes 
Union, United Retail and Wholesale Em- 
ployes of America, C.I.0., was dismissed 
by the State Labor Board, last month. 
The complaint was an aftermath to a 
prolonged strike which began on May 
17, 1938. The board said its hearings did 
nct show that the Independent Credit 
Employes Association was a company 
union and encouraged by the firm, as 
the union contended, or that the. firm 
had discriminated against members of 
Local 830. 


Diamond Cutter Opens New Offices 


Louis A. Roselaar, New York dia- 
mond cutter, whose shop is located at 93 
Nassau St., opened new offices at 551 
Fifth Ave., on Aug. 15. Cutting opera- 
tions continue at the same address as 
formerly, the change being one of office 
and showroom only. 

Mr. Roselaar, who is a native of the 
Netherlands, and the fourth generation 
of his family in the diamond business, 





Louis A. 
Roselaar 





learned the diamond cutting trade in 
South Africa at the age of 17, returning 
later to Amsterdam, to enter his father’s 
business. Several years ago he came to 
America, setting up his own establish- 
ment here. His head cutter is Jack 
Ludel, and William Ludel and H. G. 
Phillips are associated with him as sales 
representatives. 


BS&G To Open Store in White Plains 


Plans for the opening of a second sub- 
urban store, this one on East Post Road 
in White Plains, N. Y., were announced 
last month by Black, Starr & Gorham, 
Inc. The new store, one of ten in a one- 
story building now under construction, 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 
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269 So. 9th ST. 








FRIEDMAN GEM CO., INC. 
ROYAL MARCASSITES 
CULTURED PEARL NECKLACES 


ZIRCONS White and Blue, Rou 
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CHINESE |ADE. 


71 Nassau St. New York 











Grarr, WaAsHBOURNE & DuNN 


Fine SILVERSMITHS 
SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 








OMEGA 


The watch of world precision record 
NORMAN M. MORRIS 


WATCH CORP. 


608 Fifth Ave... . New York 








ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ DRILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 


@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without ebdligetion 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 





"The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


116 NASSAU ST., NEW YORK, N. Y. 














BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 











THEGDORE MOED 
Broker in 
CUTTABLE AND INDUSTRIAL 
DIAMONDS 


Also buying and selling crush- 
ing bortz and diamond powder. 


93 Nassau St., New York 











145 


a 





naeygaipate rence 


A Sa SEs 


we 


@ 


By St BE ee a a7 302 Shay ae Be 











NOTICE TO ALL JEWELERS 


Special order work and original hand-crafted designs in 
Sterling Silver by Peer Smed, Silversmith. 
Augmenting the special order work for which he is 
noted to jewelers, Mr. Smed an limited line 
in sterling silver, including pins, rings, brooches, etc., 
Prices begin 





sterling novelties, flat and hollowware. 
at $3.50 retail. 


Address all inquiries to: 


PEER SMED, Silversmith 


30 Irving Place, New ‘ork City 











PATENT YOUR IDEAS 


send a Sketch or Model 
your invention for 


of 
CONFIDENTIA 
ADVICE 
FREE fFideatuve 


. Pat. Off. records searched 
NY Invention or Trade Mark 


‘ARCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 
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EXPERT HAIRSPRING 
VIBRATING 


Of all Precision, Normal, 

Abnormal, Flat, Breguet 

and non-magnetic Hair- 

springs. 24 Hour Ser- 
vice. A trial order will convince you of our 
Quality work. 


UPTOWN HAIRSPRING SERVICE 
10 W. 47th Si. New York, N. Y. 


“JADE” 
**The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE Gems Ca 











| 20 West 47th St. 








LADIES’ PLATINUM 
& GOLD MOUNTINGS 
Solitaire - Wedding - Fancy 


GENTS' RINGS 
Plat. & Gold 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
W. 47th ST. 


62 W. ° 
NEW YORK, N. Y. 


LAY-AWAY *. 
GIRCULARS® 


* TO BOOST YOUR 
%”~—COXMAS BUSINESS 


Write today for free sample of 
dramatic, two-color Xmas circulars, 
now ready. Mail early—mail often 
and you'll do a bigger and better 
Christmas business. 


as 
S. Js SURNAMER CO.—370-7th Ave., N.Y. 





K.S. 507 


K.W. 507 
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will be ready for occupancy by the be- 
ginning of the Christmas buying season. 
Percy Williams, for many years associat- 
ed with the Fifth Ave. jewelry house, 
and with wide and varied experience in 
jewelry retailing, wiil manage the store, 
which will carry a complete line of jewel- 
ry and associated merchandise. Mr. Wil- 
liams managed the House of Jewels at 
the New York World’s Fair. 





Marcus Adding Departments; 
Engage Merchandising Manager 


In line with a plan to expand its lines 
to include fine china, objets d’art, and 
miscellaneous goods, Marcus & Co., lead- 
ing Fifth Ave. jewelers, have announced 
the appointment of J. S. Zeller as sales 
manager. 

Mr. Zeller, who has spent most of his 
business life in the jewelry business and 
in retail merchandising, started his career 


J. S. Zeller, new sales 
manager of Marcus & 
Co. Shown below is the 
attractive corner of the 
store which was re- 
cently given over to a 
line of silver. 








with the Carnegie Art Institute in Pitts- 
burgh. After several years with Theo- 
dore B. Starr, and Kirkpatrick & Co., 
two old New York jewelry firms, he en- 
tered the department store field and 
served as merchandise manager at ©. S. 
Ayres & Co., Indianapolis for several 
years, later going to Wm. H. Block Co. 
of Indianapolis in the same capacity. 
Immediately prior to joining Marcus & 
Co., Mr. Zeller was sales manager for 
American Art Alloys. 

The new departments and the newly- 
equipped silver, stationery, and costume 
jewelry salons will open in the enlarged 
Marcus shop early in September. 


Providence Strike Settled 


Trifari, Krussman & Fishel, Inc., Prov- 
idence manufacturing jewelers, recently 
announced the signing of an agreement 
with the Jewelry & Novelty Workers 
Union, CIO, ending a two weeks’ strike 
of 59 of the company’s 250 employes. 

The agreement is effective for a year. 
It provides for an open shop, pay in- 
creases and a week’s vacation and holi- 
days with pay. Seniority rights are 
granted to those employes who, in the 
opinion of the management, are equally 
qualified. Provision is made for adjust- 
ing disputes through arbitration. It was 
agreed that there would ‘be no strikes. 








$50,000 in Gems Disappear 
From Train Bringing Them East; 
Reward of $5,000 Offered 


There is $5,000 awaiting the person 
who can give information leading to the 
recovery of more than $50,000 in cut 
gems, which mysteriously disappeared 
from a train bringing the parcel from 
Minneapolis to New York. 

The gems, property of Gray-Kamsly, 
Inc., 608 Fifth Ave., New York stone 
importers, were turned over to a pick- 
up man of the Railway Express Co., on 
June 25, in the Minneapolis hotel room 
of Samuel Kamsly, principal of the firm, 
who was returning the stock to his office 
in order that he might go to the Cana- 
dian Rockies for a vacation. The package 
was checked in on the express truck and 
again on the east-bound train, but then 
mysteriously vanished. 

The stock consisted mostly of small 
goods, including a quantity of melee, 
some fancies, baguettes and pear-shaped 
stones; a few emeralds and one star ruby, 
weighing approximately 28.75 carats and 
valued between three and four thousand 
dollars. A blue, pear-shaped diamond 
of 2.17 carats was one of the most dis- 
tinctive stones. 

The reward is offered by the Gray- 
Kamsly firm and the St. Paul Fire & 
Marine Co. Insurance covers only about 
60 per cent of the loss. 


K & O Operating Defense Plant 


Foresighted and forehanded, one of 
New York City’s manufacturers of fine 
gold and platinum jewelry and watches 
is also making steel tools, jigs, parts for 
airplanes and machine guns. 

The firm is Katz & Ogush, Inc., and 
their “arsenal of democracy” is not at 
83 W. 60th St., Manhattan, where the 
jewelry is made, but at 401 Mulberry St., 
Newark, N. J. 

K & O’s war industry activity dates 
back several years ago when William B. 
Ogush sought contracts from Washing- 
ton, during a slack period in the firm’s 
regular jewelry work. By the time those 
contracts materialized, jewelry manufac- 
turing volume had soared to such an ex- 
tent that outside work was out of the 
question at the 60th St. factory, so the 
firm purchased the plant in Newark. 

Fortunate was their purchase of the 
specialized machine shop, for it soon be- 
came apparent that the minute tolerances 
required in this precision work—ranging 
from 1/1,000 to 1/10,000 of an inch— 
would have been hard to achieve in any 
jewelry-working establishment. 

That was in June, 1940. The Newark 
enterprise, owned by the principals of 
Katz & Ogush, Inc., is titled The Dia- 
mond Tool & Machine Mfg. Co., and 
now operates three shifts, 24 hours a 
day, with the door-keys figuratively 
tossed into Newark Bay. About 60 
skilled machinists are employed. 








J. Walter Tipton, Martinsville, Va. is 
the new manager of the diamond depart- 
ment of the Rost Jewelry Co., Indian- 
apolis. 
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New England Conference 
Studies Proposed Draft 
Of Electroplate Standard 


Further consideration of the draft of 
a proposed commercial standard for 
marking gold covered jewelry articles 
other than gold filled and rolled gold 
plate, excluding watchcases, was given 
at a second conference held in Provi- 
dence R. I., Aug. 15, for the benefit of 
New England jewelry manufacturers. 

The meeting was better attended than 
the first held in New York, on June 27, 
and reported in these columns of the 
August issue. 

The most important revision recom- 
mended had to do with the.amount of 
gold deposit required of an article to be 
termed or stamped “gold electroplate.” 

The proposed standard in its revised 
form permits an article to carry a qual- 
ity mark consisting of a decimal fraction 
in one-thousands, showing the minimum 
fine gold content in proportion to the 
total weight of the entire metal in the 
article, and the words “gold electroplate” 
or “gold content,” as for example “gold 
electroplate .025” or “gold content .025.” 

No article having a fine gold content 
of less than ten one-thousandths (.010) 
shall be marked with the decimal frac- 
tion. 

However, an article plated with gold 
by the process of electro deposition, not 
of a quality to be marked as explained 
above, may be marked “gold electroplate” 
provided it assays three parts per thou- 
sand fine gold or better on .010 inch or 
thinner base metals, and for thicker base 
metals in inverse proportion to the thick- 
ness of the base metal (e.g., one part per 
thousand or better on .030 inch base.) 

Any article covered with less gold than 
this shall not be marked with a quality 
mark nor have any of the terms “gold,” 
“plate,” “electroplate,” “gold content” or 
any combination of these, applied to it. 

Nearly 40 jewelry manufacturing con- 
cerns were represented at the conference 
which was conducted by I. J. Fairchild, 
Chief of the Division of Trade Stand- 
ards, of the Bureau of Standards. 





New York Manufacturing Data 


The number of factories manufactur- 
ing jewelry of gold, silver and platinum 
totalled 572 in New York State during 
1940 and the number of factory hands, 
excluding salesmen, etc., amounted to 
5,154, according to Factory Data, com- 
piled by the Division of Statistics and 
Information, State Labor Department. 
Factories engaged in silver, silver-plated, 
pewter and chromium-plated work, 
totalled 68. They employed 3,741 hands. 
Factories turning out rhinestone and 
white metal jewelry novelties and orna- 
ments numbered 226, and their employes, 
1,977. Factories in the plating and pol- 
ishing classification totalled 191 and their 
employes, 1,346. Factories doing en- 
graving of jewelry and silver totalled 17, 
with 36 employes. Factories smelting 
and refining precious metals, gold, silver 
and platinum, numbered 41. They em- 
ployed 411 persons. 

Of the 572 jewelry factories, 351 em- 
ployed less than five factory hands each, 
118 between five and nine persons each, 
61 between 10 and 24 persons, 25 between 
25 and 49 persons each, nine between 50 
and 99 persons each, six between 100 
and 199 persons each, two between 200 
and, 299 persons each. One silver fac- 
tory had 1,934 hands. 
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Mid-West Market Week 
Of Wholesalers, Jan. 2-6 


The Fourth Mid-West Market Week 
of the National Wholesale Jewelers’ As- 
sociation, will be held at the Hotel Sher- 
man, Chicago, Jan. 2 to 6. 

Invitations are being extended by the 
association to non-member wholesalers 
located in the territory from Pittsburgh 
to Atlanta, and west to the Pacific Coast, 
to participate in the mart. Only invited 
wholesalers and manufacturers exhibit- 
ing at the Market Week will be admitted 
to the exhibit floor. 

As in the past, appointments will be 
scheduled for wholesalers by the associa- 
tion staff. 

President Arthur P. Care has an- 
nounced the following Market Week 
Committee: Silas B. Reagan, chairman, 
Baldwin-Miller Co., Indianapolis; R. Dix 
Edwards, vice-chairman, Edwards-Lud- 
wig-Fuller Jewelry Co., Kansas City, 
Mo.; Charles G. Brown, Stein & Ell- 
bogen Co., Chicago; Charles A. Moore, 
Moore, DeGrazier Co., Dallas; H. B. 
Hallett, J. L.. Teeters & Co., Lincoln, 
Nebr.; James H. Hetzel, Eisenstadt 
Mfg. Co., St. Louis; Donald Gautherat, 
E. H. Pudrith Co., Detroit, and Mr. 
Care, of the E. W. Reynolds Co., Los 
Angeles, ex-officio. 


New Wrinkle of an Old Racket 
Used Successfully in Gotham 


Thirty or more jewelers and furriers 
in the metropolitan New York area are 
reported to have been victimized by a 
slick “rubber check” artist. 

The modus operandi is to select an 
expensive item of merchandise from a 
window display and then go into the 
store to inquire about it. The “customer” 
then begins to bargain for a price con- 
cession to create the impression of being 
a bona fide purchaser. During the course 
of the conversation he excuses himself 
for a minute to go to the street to see if 
he remembered to lock “his” car. He 
walks to a car in front of the store and 
jiggles the handle. It later develops that 
it didn’t belong to the swindler but 
was any parked car that would help him 
with his “build-up.” 

Having selected his article the “cus- 
tomer” then explains that he wants to 
get his wife’s approval of the purchase 
and also that he does not have enough 
cash with him to cover it. He suggests 
that someone from the store accompany 
him to “his” nearby apartment so that 
he can show the goods to his wife and 
get the rest of the money or write a 
check. He keeps up a steady flow of 
conversation en route and upon arriving 
at the building asks the store employee 
to wait for him in the lobby while he 
goes upstairs. He always chooses an 
apartment house in which there is an 
actual tenant by the name he assumes. 
He returns to the lobby a few minutes 
later with a check which is generally ac- 
cepted and keeps the goods. The check, 
of course, turns out to be worthless. 

The man who is strongly Jewish in 
appearance and has given the name of 
“Harry Goldstein” on occasion, is about 
50, short and stocky, being about 5 feet, 
6 inches tall and weighing about 175. 
He is quite bald, his remaining hair be- 
ing a brownish-gray, He works princi- 
pally in neighborhood stores in residen- 
tial districts. Part of his act is to wear 
a slack suit, as though he lives nearby. 
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Manufacturer of Distinctive Diamond 
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q Herman Locke, of the House of Mil- 
ner, 728 Sansom St., returned Aug. 11 
from a two-weeks’ vacation in Montreal. 
q The first fall meeting of the Philadel- 
phia Horological Guild will be held 'Tues- 
day, Sept. 9, at the Franklin Institute. 
q M. Simon, president of M. Simon & 
Co., 1222 Market St., was to leave Aug. 
16 with Mrs. Simon for a _ three-week 
trip to Murray Bay, Canada. 

q Josef Milner, of the House of Milner, 
728 Sansom St., and family returned 
Aug. 11 from a three-week vacation in 
Maine and Atlantic City, N. J. 

q Moe Sickles, of Louis Sickles, 1014 
Chestnut St., and Mrs. Sickles returned 
Aug. 11 from a two-week vacation trip 
to Maine. 

q Louis J. Edelman, of 42nd St. and 
Lancaster Ave., and H. Benjamin Gord- 
ing, 716 Sansom St., expected to leave 
Aug. 16 for a three-week trip to Ban- 
gor, Me. 

q William J. Pickens, president of the 
Sansom Street Business Men’s Associa- 
tion, has announced that the first meet- 
ing of the fall season will be held some 
time in the third week of September. 

q Charles K. Boas, who since 1922 has 
been operating the jewelery business at 
28 N. 2nd St., Harrisburg, founded by 
his father, the late C. Ross Boas, is 
now doing business under his own name. 
q Samuel Kresson, of the Samuel Lashof 
store, 7th and Sansom Sts., returned 
Aug. 6 from a two-week cruise to Cuba. 
Albert Hoffman of the same firm took 
a two-week vacation in Canada _ last 
month. 

q John A. Smith, of H. O. Hurlburt & 
Sons, 817 Chestnut St., his wife and fam- 
ily, motored through New England last 
month. E. R. Kranich and Mrs. Kranich 
returned Aug. 4 from a two-week stay 
at Beach Haven, N. J. 

4 Out-of-town retailers who called in 
Philadelphia during August included F. 
K. Baylies, Bristol; Gladys Goldsmith, 
of A. Goldsmith & Son Co., Quaker- 
town; John Schultz, Lansdale; F. Sil- 
path, Burlington, N. J.; S. C. Evans, 
Milford, Del.; J. S. Rudnitski, Williams- 
port, and C. F. Trunk, Coatesville. 

@ Fred J. Cooper, jeweler at 109 S. 13th 
St., left Philadelphia, Aug. 15, for a trip 
to Canada and the joint ANRJA-NACJ 
conventions in Chicago, Aug. 24-28, where 
he was scheduled to speak at a conven- 
tion breakfast conference. Accompany- 
ing him on the trip were his wife and 
daughter, Phillis. 

q Wholesale jewelry sales in Pennsyl- 
vania for the first six months of 1941 
increased 49 per cent over the same 
period last year, according to the August 
report of the Philadelphia Federal Re- 
serve Bank. Sales for June were 77 
per cent ahead of those for June, 1940, 
and 5 per cent over sales for May, 1941. 
4 Sol Sickles, chairman of the board of 
M. Sickles & Sons, 904-906 Chestnut St., 
and Mrs. Sickles were visiting a daugh- 
ter in Massachusetts last month. Leon 
Sickles, president of the firm, and family 
were spending two weeks in camp in 
Maine. Morton Sickles returned to Phil- 
adelphia after a _ three-week stay in 
Maine. 

q J. EF. Caldwell & Co., Chestnut & Juni- 
per Sts., last month was completing 
renovation of its two large display win- 





dows on the Chestnut St. side of the 
store. The windows were moved forward 
approximately 18 inches so as to be flush 
with outside pillars and the building line. 
The windows formerly were recessed, 
The store’s new air-cooling system be- 
gan operation in July. 

q Harry C. Barry, of the watch depart- 
ment of M. Sickles & Sons, was reported 
recovering at his home in Germantown 
last month after a four-week illness. 
L. Larry Sauber, formerly manager of 
the jewelry department of Pomeroy’s 
Department Store, Harrisburg, has been 
added to the staff of the store. Norman 
Alexander, another store employee, re- 
turned Aug. 7 from a two-week trip to 
Florida. 

q Frank Schlichter, of the diamond de- 
partment of J. E. Caldwell & Co., Chest- 
nut and Juniper Sts., returned Aug. 8 
from a two-week vacation in Wellsboro, 
Pa. C. W. Hare, also of the diamond 
department, left Aug. 8 for a vacation 
in Ocean City, N. J., and on Chesapeake 
Bay. George A. Moore, of the same de- 
partment, returned Aug. 1 from a two- 
week stay in Lancaster County. O. A. 
Ritter, of the watch department, ex- 
pected to leave Aug. 15 for two weeks 
in Asbury Park, N. J., and Milford, Pa. 
q E. C. Morrison, formerly a jeweler in 
Millville, N. J., but now owner of a 
store in San Pedro, Cal., visited friends 
in Philadelphia, Aug. 11, on a tour of 
Canada and the eastern United States. 
Mr. Morrison is the stepfather of Henry 
Morrison, manager of the jewelry de- 
partment of W. H. Hurley & Co., Cam- 
den, N. J. The former Millville re- 
tailer was spending a “bus man’s” holi- 
day visiting jewelry establishments and 
expressed the opinion that Los Angeles 
stores “have it all over” Eastern stores 
in window displays. 

4 Approximately 110 members and 
friends of the Sansom Street Business 
Men’s Association attended the organi- 
zation’s picnic at the Melrose Country 
Club, July 26. For the second consecu- 
tive year members from the south side 
of the street defeated those from the 
north in the sports program and won 
the North-South trophy. The Northsiders 
won the baseball game, but the South 
Side boys garnered enough points in the 
remaining athletic events to cop the cup. 
Michael Orloff was general chairman of 
arrangements. 





Jewelers Can Really Smack 'Em 


H. M. Haywood, jeweler at Water- 
town, S. D., entered the hallowed hall of 
fame of golfdom recently when he 
dropped a No. 4 wood shot into the 14th 
hole of his home course. The drive went 
straight down the fairway, against the 
wind, for 170 yards. Mr. Haywood was 
the first member of his country club to 
make an ace. 

















BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘‘Your 
Future and Our School” 
JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 
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q The Paragon Jewelry Co., Inc., jewel- 
ry manufacturing firm, is now at 45 Ship 
St., Providence. 

qA_ three-day strike at the plant of 
Rice-Weiner & Co., manufacturing jew- 
elers and a subsidiary of the New En- 
gland Glass Works, was ended July 29, 
when the companies agreed to re-employ 
six men that had been discharged. 

q Eighty Providence establisgments dur- 
ing 1939 produced costume “jewelry to 
the value of $13,939,812. Jewelry of 
precious metals made by 62 firms of the 
city during 1939 had a value of $10,793,- 
850, according to the latest Census of 
Manufactures. 

q Ashbel T. Wall, Jr., jewelry manu- 
facturer, long active in community so- 
cial work has been named chairman of 
the special gifts committee of the 
United Campaign of Community Chests, 
covering Providence, Cranston, Paw- 
tucket, Woonsocket and Warwick. 

q Rhode Island jewelry manufacturers 
will not face the prospect of two Thanks- 
giving dates this year as Gov. J. How- 
ard McGrath has announced that he will 
proclaim Nov. 20 as Thanksgiving Day, 
in line with President Roosevelt’s plan 
to have the earlier date again this year. 
q The Marathon Co., jewelry manufac- 





turers, recently announced plans for the 
erection of a one-story, fireproof, day- 
light factory building, on the east side 
of the Speedway in Attleboro, Mass. The 
building permit calls for a_ building 
covering 20.000 square feet. The plant 
will cost $30,000 and is expected to be 
ready by Jan. 1. 

q Many Attleboro jewelry concerns held 
their annual outings recently. About 550 
employees of L. C. Balfour Co. went to 
Crescent Park, July 19, the same day 
that the Marathon Co. held its outing 
at the same park, 50 employees and guests 
of Bates & Klinke, Inc., went to Prov- 
incetown, Mass., July 27. The Evans 
Case Co. and Wells Mfg. Co. held their 
outings at Crescent Park. 

q The level of employment in Rhode 
Island jewelry plants continued sharply 
above that last year during the month 
of July, according to the monthly re- 
port of the State Director of Labor. 
During July, 27 selected concerns had 
a total of 6414 at work, representing a 
gain of 3.2 per cent from the June level 
and nearly 23 per cent above that in 
July, 1940. Payrolls in July have been 
reported $1,522,000, a decrease of 7.6 
per cent from June but 41 per cent 
higher than in July last year. 





90th Milestone Attained by H. F. Barrows Co. 


Pioneering during the 1850’s was not 
confined to the covered wagon trains of 
the West. That was in the same era 
when manufacturing became firmly 
rooted in the populous East, and man- 
ufacturing pioneers also suffered heart- 
aches, successes, and failures. 

H. F. Barrows was one of the notable 
successes in the jewelry industry of that 
time. With not much more than a strong 
determination, he started one of the first 
jewelry manufacturing plants in_ this 
country. Production depended mostly 
upon the skill of the hands and the in- 
genuity of an individual to produce all 
his own material with machinery and 
equipment of his own invention. 

H. F. Barrows was immediately suc- 
cessful. The name of Barrows became 
associated with fine jewelry all over the 
country. Many associates of Mr. Bar- 
rows in this period, profiting from their 
Barrows experience and training, left 
the firm to begin the manufacture of 
jewelry under their own names. Some 
of these companies are today’s im- 
portant producers of jewelry for men, 
women and children. 

The H. F. Barrows Co., which this 
year celebrates its 90th anniversary, soon 
outgrew its original factory and found 
it necessary to build a larger structure 
equipped with the most modern ma- 
chinery then available. 

In 1887 the second generation of Bar- 
rows took over the reins of control. 
H. F. Barrows relinquished his interests 
to his two sons, H. F. Barrows, Jr. and 
Ira Barrows, two likely young men pos- 
sessing the same ability that had made 
their father not only a local leader but 
well known in the trade all over the 
nation. H. F. Barrows, Jr. took over the 
management of the factory and produc- 
tion in North Attleboro and Ira, after 
his graduation from Brown University 
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in Providence, R. I., in 1883, assumed 
charge of the New York office. The prac- 
tice in those days was to maintain com- 
plete stocks of all merchandise in the 
New York Office at 11% Maiden Lane. 

Continued prosperity again made it 
necessary to build another plant. H. F. 
Barrows, Jr. and Ira built and occupied 
the new plant in 1906 dedicated as a 
memoriam to their father who by this 
time had retired from active participa- 
tion in the affairs of the firm. H. F. 
Barrows, Jr. succeeded his father as 
president of the North Attleboro Bank 
and took active part in the organization 
of the town while Ira maintained con- 
tact with the trade from New York. Ira 
made numerous connections in New 
York and actually became a convert to 
the big city, finally retiring in 1914 and 
relinquishing his interest in the factory 
to his brother, and his brother’s two 
sons, Donald A. Barrows and Louis -D. 
Barrows. 

The third Barrows generation came 
into control of the company in 1925 at 
the death of H. F. Barrows, Jr. Louis 
D. Barrows, directing the merchandising 
of jewelry and traveling with the line 
from Coast to Coast, made many friends 
for the firm. He retired in 1926 and 
passed on five years later. Donald A. 
Barrows has managed the company 
since 1925 and definitely has proved him- 
self a leader in his own right. He is the 
third member of his ‘ine to be elected 
president of the local bank. He has held 
the highest elective position his town can 
give him and is regarded ‘by every man, 
woman, and child as a friend. 

Mr. Barrows gives full credit to his 
employees for the strict maintenance of 
the company’s prestige and reputation. 
These skilled jewelry craftsmen have 
service records ranging up to 35 and 40 
years. 











New Book of 
Bridal Etiquette 
Doubles Your Business 


Sample Copy FREE 


Reach ALL Bridal Prospects—spot- 
light YOUR store as Bridal Head- 
quarters and capture a larger share 
of this rich market. ‘“‘The Pursuit of 
Happiness,’” by Edna*Joyce, costs 
only a dime. Paves the way to more 
SALES. 





Answers all 
questions: Mili- 
tary weddings, 
dress guide, bridal 
calendar, rings, 
gowns, gifts, 
flowers, records, 


the pursuit 
| of happiness 














> | notes, 52 pages, 
b || 52 illustrations. 
y 
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Edna’ Joyce FREE copy on 
business letter- 
=! — head. 


Sponsored by the Author and Pub- 
lisher of “How to Plan a Beautiful 
Wedding” 


SALLIE NEWTON 


2817 Wichita Street Houston, Texas 














REED & BARTO 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 










250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 
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in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 
ZERNOR INC. 
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Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 
The Jewelers’ Circular-Keystone 











Chestnut & 5éth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 
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Sitting Pretty 
IS THE JEWELER WHO 
Buys From Engel 


Orders placed with us 
are being filled promptly. 
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BALTIMORE ST. 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY’”’ 
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ALBERT S. SMYTH CO. 
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TERLING 
HOLLOWWARE 


fi. G. Schult; Company 


423 E. Lombard St. Baltimore, Md. 
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For the Trade Only 
Quality Workmanship Guaranteed 
4 to 5 day service 
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q ‘The Royal Jewelers Supply Co. has 
moved to larger quarters at 1382 W. Fay- 
ette St., Baltimore. 

q The National Wholesale Jewelry Co., 
21 N. Liberty St., Baltimore, has dou- 
bled its capacity and now has 2300 square 
feet of floor display space. 

q Al Harfield, of Albert’s, Petersburg, 
Va., and Mrs. Harfield enjoyed the de- 
light of Virginia Beach, Va., for two 
weeks. 

q Henry Hausmann, secretary-treasurer 
of Hausmann, Inc., New Orleans, had 
been vacationing with his family in 
Miami Beach, Fla., until Labor Day. 

q Miss Flo Fox, with Bam’s, jeweler in 
Savannah, Ga., was married on Aug. 2 
to Joe Epstein, who is now wearing the 
uniform of Uncle Sam’s military forces. 
q William Bearsh, for the past three 
years associated with Peacock’s, Inc., 
Monroe, La., has joined Pfeiffer Bros., 
Little Rock, Ark., department store, as 
head of its new jewelry salon. 

q Mr. Weinstein, a jeweler of Anderson, 
S. C., and Sam Hyman, of High Point, 
N. C., with Mrs. Hyman, were recent 
callers at the wholesale establishment of 
J. Engel & Co., Inc., Baltimore. 

q Louis Kaplan, an ace on the sales 
staff of the U. S. Jewelry Co., returned 
about the middle of August from a three 
weeks’ vacation trip which he spent 
mainly on the seashore. 

q Among the jewelers visiting in Balti- 
more during August were S. Hyman, 
of High Point, N. C.; M. G. Cox, of 
Morganton, N. C., and Kibler Dent and 
wife, of Columbia, S. C. 

q Hy Goldberg, of Cooper’s jewelry 
store in Portsmouth, Va., with Mrs. 
Goldberg celebrated their wedding anni- 
versary on Aug. 9, the event being large- 
ly att: nded. 

4 Another marital anniversary to which 
formal invitations were sent out was that 
of Mr. and Mrs. Frank W. Selig, of 
Elizabeth City, N. C., who observed their 
silver wedding on Aug. 12. 

q A new wholesale jewelry firm, San- 
down & Kendall, opened Aug. 4, at 152 
Madison. Memphis, Tenn., with William 
H. Sandown and George N. Kendall, 
both formerly connected with Perel & 
Lowenstein, as partners. 

q Roberts Credit Jewelers, Inc., which 
opened an attractive store replete with 
all modern improvements, including air- 
conditioning at 402 N. Howard St., Bal- 
timore, last year, has taken out another 
charter to conduct a branch at 2110 E. 
Monument St. 

q Ferdinand Kohner, head of Max 
Kohner, wholesale dealer at 21 W. Bal- 
timore St., who has been in Arizona for 
his health for about one year, was ex- 
pected to return home about Sept. 1. 
He has shown such improvement in his 
physical condition as to encourage the 
hope that he will be able to stand the 
climate of Baltimore and resume his ac- 
tivities. 

q Leon Engel, of J. Engel & Co., Inc., 
Baltimore, who returned Aug. 15 from 
a three weeks’ trip to Virginia and 
North Carolina, reports overwhelming 
orders. Heretofore, Mr. Engel said, it 
has been customary to write orders to- 
taling $2,000, $3,000, $4,000 and $5,000. 
On his latest swing he took commitments 
running up to $10,000, $15,000 and even 
$20,000. In fact, he got so much busi- 


ness that his company will face a rea] 
problem in getting the goods and makin 
delivery in time. He added that he 
would not make another trip this year, 
since his house would otherwise be 
swamped. 

q Attracted by the curious action of a 
man giving away watches and rings at 
Howard and Pratt Sts., Baltimore, Aug. 
14, and the big crowd which had col- 
lected, a péliceman endeavored to arrest 
the strange individual with trinkets 
bulging from his pockets, but the man 
dodged into a blind alley and required 
three other officers who happened to be 
in plain clothes to subdue him. A search 
of the prisoner at the Southern police 
station disclosed some twenty watches 
and two diamond rings valued at several 
hundred dollars. The jewelry was later 
identified by Everett Levi, manager of 
the local Kay Jewelry Store as having 
been stolen earlier in the day. 

q One of the largest ground-floor jewelry 
stores in all the Southland is the C. A. 
Schnack Jewelry Co., Alexandria, La., 
since the opening of its new Gift Shop. 
The store, founded 76 years ago, now has 
large fronts on two of the busiest streets. 
The front of the new gift shop is ivory, 
blue and -sun-tan glass trimmed with 
aluminum. The modernistic marque, 
which extends across the entire front, 
has a mirrored ceiling. The two show- 
windows are very large and have no 
backs so that a complete view of the 
entire store may be had from the street. 
The color scheme of the interior is peach 
walls, oyster white cellotex ceiling and 
burnt sienna asphalt tile floor. Fluores- 
cent lights are used throughout. 





I. M. Bennett, Seattle retail jeweler, 
has recovered from his recent burglary 
and beating, and is back once more in 
charge of his store, his face and head 
having healed from the terrific punish- 
ment inflicted by the robbers. 
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The consumer is on a spending spree! 
This is your chance to reap a harvest 
of profitable sales if you’ve got bright, 
new ideas to offer. Better depend on 
The U.S. Jewelry Co. for them. 
Make U.S. your source of supply for 





quality watches, diamonds, and 
jewelry. Write today to see the com- 
plete smart line. 


USSEVEERY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 
Importers of Easton Watches 
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Senator Wallgren, the Jeweler, 
Active in Military Affairs 


U. S. Senator Mon C. Wallgren, a 
jeweler at Everett, Wash., because of 
his expert knowledge of precious and 
other metals, will visit for first-hand 
information the College of Mines in 
Washington State College, Pullman, 
Wash., to examine a new process there 
which has been developed by Dr. A. E. 
Drucker, dean. A short while later a 
sub-committee of the Senate Military 
Affairs Committee may go into Eastern 
Washington and its mineral-bearing 
counties and view deposits of magnesite. 
National interest has been stirred in 
Drucker’s new process for producing 
magnesium on account of the national 
emergency. As a member of both the 
Senate Military Affairs Committee and 
the Senate Committee on Mines and 
Mining, Senator Wallgren also reports 
considerable congressional interest. 

It is reported that magnesium is pos- 
sibly the principal metal now being 
used by Germany in building planes, 
being lighter than aluminum and when 
alloyed with a slight amount of other 
metals makes an almost perfect material 
for the manufacture of airplanes. Manu- 
facture of magnesium, however, in this 
country has been largely controlled by 
foreign patents. 





Oregon Watchmaker Examiners 
Named For the First Time 


J. H. Pearce, of La Grande, Ore., as 
president of the Oregon State Board of 
Examiners in Watchmaking, which set- 
up was created by the 1941 state legis- 
lature, has been urging all watchmakers 
to register, since the deadline has been 
set for Dec. 14. After this date watch- 
makers doing business in Oregon must 
pass a rigid examination with a satis- 
factory score in horology to be licensed. 

The new board consists of President 
Pearce, O. L.. Skeie, Eugene, vice-presi- 
dent; Harold Subro, Portland, secre- 
tary; F. A. Dielschneider, McMinnville, 
and Hans F. Hays, Portland. The board 
at a meeting in August passed approxi- 
mately 150 applications. It is expected 
that more than 500 watchmakers will be 
registered before the deadline. 





START A CAREER 


—Under Elgin's Master 


American Craftsmen 


XPERT watch- 

makers com- 
mand excellent sal- 
aries. Their services 
are always in de- 
mand, and their 
work fascinating. If 
you are over 17, am- 
bitious, and wish to 
get into this profitable field, Elgin Watch- 
makers College is the place to learn. Hun- 
dreds of the country’s leading jewelers be- 
gan their careers here. Sponsored by the 
Elgin National Watch Company, and ac- 
credited by U.H.A.A., this institution gives 
you practical experience and regular shop 
work under Elgin craftsmen. Limited 
openings are available at this time.» Modest 
tuition. Write today for complete details. 
Address: Dept. G-10. 





ELGIN WATCHMAKERS COLLEGE 


ELGIN, ILLINOIS 
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Oregon State Jewelers 
Meeting at Portland, Sept. 7, 8 


The Oregon State Jewelers’ Associa- 
tion will hold its annual convention, Sun- 
day and Monday, Sept. 7 and 8, at the 
Portland Hotel, Portland, Ore. 

The convention will be called to order 
by A. W. Molin, president, Sunday after- 
noon, following a luncheon. Joe Gold- 
stone, president of the Imperial Pearl 
Syndicate, Chicago, will give an educa- 
tional talk on cultured pearls, and 
Lester Wilson, manager of the Owl 
Drug Co., will speak at this session on 
“Oregon’s Million Dollar Industry.” The 
President’s reception will be held at 8 
o’clock in the evening. 

Speakers and their topics on Monday’s 
program are: Stewart F. Lamb, Federal 
Internal Revenue Office, “The New 
Jewelry Tax;” Joseph K. Carson, Jr., 
Inspector General of Civilian Defense 
for the Pacific Coast, “The Jeweler and 
National Civilian Defense; Marshall K. 
Dana, editor of the Oregon Journal, 
“Oregon’s Gold;” Jack Pearce, “The Ore- 
gon Watchmakers’ License Law;” Mrs. 
C. W. Robison, president of the Feder- 
ated Community Clubs, “Jewelry Shop- 
ping from the Woman’s Angle;” Leo 
Weisfield, Weisfield & Goldberg, Seattle, 
“The Jewelers’ Credit Problem;” and 
Edward N. Weinbaum, manager of the 
Portland Retail Trade Bureau, and ex- 
ecutive secretary of the Oregon State 
Jewelers’ Association, “Here, There and 
Everywhere.” 





Tacoma Store Wins Honors For Ads 


Weisfield & Goldberg, Tacoma jewel- 
ers, recently won high honors conferred 
by the Tacoma Sales and Advertising 
Club. The jewelry store was cited for 
several advertising honors in the adver- 
tising exposition, which is held each year. 
They were adjudged as having the best 
advertising art and the best campaign 
for spot announcements during the year. 
With a large advertising budget, the 
jewelry store engages in constant and 
unremitting advertising, forcefully writ- 
ten for the man in the street. 





Weisfield & Goldberg, Oregon jewelers, 
have instituted a plan whereby employees 
win a $25 defense bond whenever they 
accumulate $18.75 in points. Weekly 
prizes of bonds are given to leaders. 





John Avery Hemstock was honored 
by firm members and fellow employees 
of J. Jessop & Sons, San Diego jewelers, 
at a breakfast recently, in celebration 
of his 30th year of service. He was 
presented with a pear] and diamond stick 
pin by his employers. 





William F. Wentz has purchased the 
business of his brother, Paul P. Wentz, 
jeweler, at 6411 Hollywood Blvd., Hol- 
lywood. The former has been operating 
the business for a year and a half. 





Harry Gamler, Jr., Buffalo, N. Y., 
jeweler, accompanied by his daughter, 
Elaine Janet, recently made a month’s 
tour to Alaskan gold areas. They re- 
turned by way of Seattle, Los Angeles 
and Chicago. 





A 1%6-year-old watch owned by Gene 
F. Sanborn, Nashua. N. H., won a state- 
wide “oldest watch” contest. Made in 
France, the timepiece has a chain-driven 
movement. 





ELECTRIC PRESS 
RUBBER MOULD 
VULCANIZER 





Thermostatically controlled 

Two heating elements, one above and 

o3e below 

Can be used on any 110 volt line 

Base and clamp of steel 

Much quicker than steam 

Vulcanizing 

@ Indispensable to jeweler making dup- 

licaté wax patterns. 

Size 4% by 6%".......... $35.00 

Stee GB bp WP wccccccses $45.00 
JOBBER DISTRIBUTION 


Manufactured solely by 
BALLOON TIRE MOULD CO. 
527 Ceres Ave. 

Los Angeles, California 
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WRONG! 
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FIRE AND WINDSTORM 
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Wlleh Case 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 
29 E. Madison St. 


Scomparable 
“ ing 


CHICAGO, ILL. 





CENTRAL WATCH CO. 
WATCH REPAIRING 


for the 


Trade 
Best. Workmanship at Lowest Prices 


Prompt Service 


Wabash Ave. Chicago. Il. 


Cc. B. RICH CO. 


WATCH DIALS REFINISHED 


+ South 








CHICAGO, ILL. LA CROSSE, WIS. 
29 E. Medison St. Rivoli Building 

8th Floor 4th Floor 
Central 5096 Phone 2445-J 








CENTRAL DIAL COMPANY 
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M.Y.FINKELMAN | 


> * e 8 eee 


Diamonds and Fine Jewelry — 
29 EAST MADISON STREET 
Go. { 
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SWARTZ & CO. 
© JEWELERS’ FINDINGS © 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


10 S. Wabash Ave. Chicago, Ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 
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q James H. Hetzel, vice-president of 
Eisenstadt Mfg. Co., St. Louis, visited 
friends in-Chicago, last month, as he 
returned from a vacation spent at Lake 
Peewaukee, Wis. 

q Mrs. Maynard Levy, wife of Maynard 
Levy, well known in the trade of Chi- 
cago and throughout the Middle West 
and South for many years, died July 31. 
q Maurice Dembitzer, who represented 
Ossias Grossfeld, 10 S. Wabash Ave., 
for several years, is now in the diamond 
business for himself, with offtces in the 
Heyworth Bldg., 29 E. Madison St. 

q Sigmund Gottlieb, Frederick M. Gott- 
lieb & Co., returned recently from an 
extended vacation trip which included 
the Grand Canyon, principal cities of 
California, Redwood Empire, Vancouver, 
Canadian Rockies and famous lakes. 

q The Ball Co., 58 E. Washington St., 
prepared to entertain their many friends 
and customers visiting the joint 
A.N.R.J.A.-N.C.J.A. Convention by lay- 
ing new rubber floors and redecorating 
every section of the entire 10th floor 
which they occupy with offices, show- 
rooms and sales rooms. 

q Allen Pinero, LeStage Mfg. Co., presi- 
dent of the Jewelers Club of Chicago, 
and known in the Michigan upper pe- 
ninsula as Mayor of Indian Lake Bon 
Air,. returned reeently from his summer 
home, near Iron River, where he spent 





a month working on the erection of his 
new story-and-a-half log lodge. 

q H. L. Raines, pioneer jeweler and op- 
tometrist of Maryville, Mo., visited his 
daughter and called on friends in the 
trade in Chicago last month. He and 
Mrs. Raines were returning home from 
a month’s automobile trip during which 
he visited his boyhood home in Alabama, 
cities of the Eastern coast, including 
New York City, and Canada. 

q The very latest in the way of jewelry 
store appointments have been _incor- 
porated in the new Olsen & Ebann store 
at 616 Davis St., Evanston, Ll. Preview 
celebrations were held Aug. 21 and 22. 
Other units of this jewelry chain are 
at 6446 S. Halsted St. and 3306 Lincoln 
Ave., Chicago; Rockford, Ill.; Benton 
Harbor, Mich.; Saginaw, Mich.; Kokomo, 
Ind.; Michigan City, Anderson, Ind. 

q The West Side R.J.A. held their 9th 
annual picnic and outing at the Willow 
West Grove at 83rd and Willow Springs 
Road, Sunday, Aug. 17, which was large- 
ly attended by jewelers, their families 
and friends. It was a regular old-fash- 
ioned get-together basket picnic with 
free beer, soft drinks and ice cream. 
There were music, dancing, games and an 
abundance of prizes. The efficient man- 
agement of the program and arrange- 
ments were under the direction of A. M. 
Grefenson, chairman of the committee, 
assisted by E. I. Beller and F. L. Ket- 
terhofen. 





Firm Ownership Must Be Divulged 


Under a new Illinois law, which. be- 
came effective Aug. 14, it is necessary 
for every person or persons not in- 
corporated in Illinois, who operate their 
business under a name different than the 
ownership, to file a certificate containing 
the names of the true owners, with a $2 
fee. An unincorporated business termed 
Jones Jewelry Store is exempt but one 
called the Jewel Shop would not be as 
the name does not reflect the ownership. 





NEW HOOSIER SECRETARY 


Robert Briney, jeweler 
of Kokomo, Ind., who 
was named secretary 
of the Indiana R.J.A., 
had to undergo an 
emergency operation, 
on June 25, right after 
the recent convention. 








William G. Drosten, president of the 
Drosten Jewelry Co., St. Louis, Mo., and 
Mrs. Jean K. Dahlmer, of Glace Bay, 
Nova Scotia, were married Aug. 5. They 
left on a motor tour of the Northwest. 
Mr. Drosten has two sons by a previous 
marriage, one of whom is now a soldier 
at Fort Leonard Wood. 





The Brier Manufacturing Co., Provi- 
dence, has been awarded an Army con- 
tract for 85,000 gold plated collar in- 
signia. 





Care in Cashing Checks 


Some rules which, if followed, may 
decrease the number of bouncing rubber 
checks have been issued by the Better 
Business Bureau. A few of them: 

Do not be afraid to ask questions 
about the check you are asked to cash 
... After all, it is your money that is 
being paid out. 

Always remember that as long as 
safety paper can be bought in blank and 
there are printing presses and rubber 
stamps, it will be easy for crooks to 
produce counterfeit checks. 

Do not endorse a check for a person 
unless he is well known to you, and you 
know he is responsible. 

Do not issue or cash checks written in 
pencil as it is very easy to alter such 
checks. 

Never cash a check for a stranger until 
positive identification can be established. 





HEAD HOOSIER HOROS 





William Rooda, Gary (left), was elected pres- 
ident, and ©. Craig, Crawfordsville, was 
named first vice-president by the Watchmakers 
Association of Indiana, at its recent convention 
at French Lick. 
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q E. W. Jacocks is now covering the 
Southeastern territory for J. R. Wood 
& Sons, Inc. 

q A. G. Fath, who travels out of the 
Cincinnati Waltham office, returned to 
that city after he and his bride had va- 
cationed in Michigan on their honey- 
moon. 

q Edgar Hume recently joined the sales 
organization of Son & Prins Co., Chi- 
cago, and will call on the trade of the 


EDGAR HUME 





Middle West and South. Mr. Hume, who 
was born in England, has a thorough 
knowledge of diamonds and other pre- 
cious stones and is well and favorably 
known to the trade in this country 
through his association with the diamond 
industry here for the past 35 years. 





p 


Stanley C. Brasch, son 
of George M. Brasch, 
for many years a spe- 
cial salesman in the 
diamond department of 
the Ball Co., has joined 
the concern and made 
his first trip over his 
Middle-western __ terri- 
tory, last month. 





q When E. I. “Eddie” Imhoff, vice-presi- 
dent and sales manager of Ripley & 
Gowen Co., read that a fellow townsman 
of his in Evanston, Il, Major J. T. 
Montgomery, M. A. Mead & Co., after 
30 years of trying for a hole-in-one at 
Westmoreland Country Club finally ne- 
gotiated the 5th hole, 177 yards, with a 
4 iron, he decided to show him up. He 
decided to try this out on his birthday, 
Aug. 15, but on account of business de- 
ferred to the next day when he went 
out to the Evanston Community Course 
and selected a 197-yard hole, a No. 2 
iron and a 35-cent ball for his effort. 
This being his third time on the course 
he had no difficulty in plumping the ball 
in for membership in the hole-in-one 
club and wonders why it should take 
any man 30 years to accomplish this. 





New Jersey Jewelers Will See Miss America Crowned; 
Suppliers Paying Convention Costs to Insure Big Turn-out 


New Jersey jewelers and manufactur- 
ers’ and wholesalers’ representatives will 
have a good excuse to be in Atlantic 
City for the annual selection and crown- 
ing of Miss America, for the annual con- 
vention of the New Jersey R.J.A. will 
start the following day, Sunday, Sept. 7, 
and continue through the next day. Ses- 
sions will be held at the Ambassador 
Hotel. 

The aim of this year’s convention com- 
mittee, headed by Luella H. Koons, 
resort jeweler, is retailer attendance. 
This has been a sad aspect of recent con- 
ventions, for wiile manufacturers and 
wholesalers were usually well represented, 
retailers stayed away in droves. 

To encourage the attendance it has 
been decided not to have any long 
speeches except those which might be of 
interest to every class of retailer. In- 
stead, group meetings will be held, at 
which men with the same interests will 
be thrown together for the discussion of 
mutual trade problems. This plan will 
avoid some of the embarrassing situa- 
tions of the past which occurred when 
jewelers, large and small alike, sat in 
on the same meetings and threw difficult 
questions at each other. In order to 
make these conferences as pleasant as 
possible they will be held in beach ca- 
banas or in the beautiful Surf Room of 
the Ambassador. 

A feature of the program will be a 
forum on Consumer Education, to be 
conducted by Arthur Chenowith, Atlan- 
tic City Superintendent of Schools. This 
was a subject studied by the convention 
of school superintendents which was 
held at the resort in the Spring. 

Delegates to the recent ANRJA con- 
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vention will report on current trade 
matters. 

Features of Sunday’s program, which 
will be solely social in nature, will be 
a Treasure Hunt, in the afternoon, and 
the annual banquet in the evening. 

A progressive step has been taken by 
this year’s committee in that it decided 
not to print a yearbook. Instead of 
“holding-up” manufacturers and whole- 
salers for advertisements of questionable 
value, the committee is raising a fund 
from the suppliers which will be used 
exclusively for the purpose of entertain- 
ing retailers without the payment of a 
registration fee, in an effort to cut their 
expenses to a minimum, so that more 
will feel able to attend. 





Coinciding with the wave of. patriot- 
ism which has swept the country, J. J. 
Smith jewelry store, Janesville. Wis.. 
has been giving away American flags for 
motorists’ windshields. 





Timeliness often proves a colorful aid 
to promotions. In observance of Na- 
tional Coin Week; for instance, Bren- 
ner’s, Trauger’s and Meissner’s ‘jewelry 
stores in Racine, Wis., cooperated with 
the Racine Coin Club by displaying coins, 
furnished by members, in their windows. 





Do you appoint a special person to 
welcome the new employee, to explain 
where coat rooms are and what day is 
pay day and all the other familiarities 
which puzzle and confuse the new work- 
er? He’ll feel more at home if you give 
him a little extra consideration at the 
start. 





if you want QUALITY use 


FULLERS ® FINDINGS 


For 82 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOSBER 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING Co. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 


FREE! SAMPLE BABY SHOE 
s AND DISPLAY. FREE! 
Famous ‘‘Clemetco’’ process of metalizing and 
bronzing. Lowest price on the market—$2.10 per 


pair postpaid. ($3.50 less 40%). Not cement filled 
or painted. Write or wire for display outfit FREE. 


Cleveland Metallic Process Co. 


Est. 1906 @ 3910D Carnegie Ave., Cleveland, O. 

















McRAE & SHAW 
163 N. Michigan Ave., Chicago, Il. 


Radio and Display Advertising Spedialists 


Originators and Producers of 
"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 











SILVERLING Pottsh 


Est. 1909—A liquid with pleasant odor that is harmless 
to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 8-oz. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, Ill. 











Your JOBBER HAs 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 











GicmeWATCH CO. 


S S.WABASH AVE. CHICAGOILL. 


USED WATCH 
MATERIALS 


USED MOVEMENTS 


Good Condition 
Good Dials 
0-Size Elgin, b geo 


73, $2.25—15J, $3. 
12 or 16 Size Hunting 
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73, $2.00 — 153, $2.75 
12 sy ome LT THE PRICE OF 
73, $2.50 — 153, $3. 

4: ‘Size Onen ‘race NEW MATERIALS 
73, $2.50 — 154, $3. . 

18 Size Htg.Elg., Wal. | Wheels, pinions, 





let forks, etc., 
‘or all watches. 
Send sample 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 


73, $1.00 — 153, $1.50 
18 Size O.F. Elg., Wal. 
75, $1.50 — 154, $2.00 
6 Size Elg., Wal., Htg. 
73, $1.00 — 153, $1.50 
6% Rect. or 6/2 Oval 





















63, $2.00 — 1543, $2.50 
104 L6J. $1.00 15!.$1. 
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GRAFNER BROS. 


GENERAL LINE 
V/,LUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


sis LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Sh 1p 


RNBERGER & MUCK 
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LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 


403 Clark Bldg., Pittsburgh, Pa. 








HERBERT HAASE 
Wholesale 
DIAMONDS -MOUNTINGS-WEDDING RINGS 
LADIES & GENTS STONE RINGS 


404 Clark Building Pittsburgh, Pa. 
Phone ATlantis 2455 











HELM & HAHN CO. 
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q Jack Pugh, of Pugh Bros. Jewelry Co., 
Gulf Bldg., has returned from a vaca- 
tion. 

qCharles Mann, retail jeweler of Beaver 
Falls, has had plans drawn up for the 
remodeling of the interior of his store. 
q The Grogan Co., Inc., Sixth Ave. and 
Wood St., has plans for the remodeling 
of the exterior of the store. 

q Leonard Helfer, Liberty Ave. credit 
jeweler, and wife and children have re- 
turned from a three weeks’ vacation at 
Charlevoix, Mich. 

q Le Roy Shaw, proprietor of the Le 
Roy’s Jewelery Store, Akron, Ohio, was 
married Sunday, Aug. 3, to Miss Meliney 
Koppel, of Cleveland, Ohio. They left 
immediately for a honeymoon trip to 
Colorado Springs. 

q Mrs. R. M. Brown, of Morgantown, 
W. Va., called upon members of the 
wholesale jewelry trade in this city re- 
cently. She and Mr. Brown conduct a 
jewelry store in that thriving mining 
community. 

q James Gluck, salesman for Grafner 
Bros., wholesale jewelers, 818 Liberty 
Ave., and family, and David G. Freed- 
man, also of Grafner’s, and family, have 
returned from Atlantic City where they 
spent their vacations. 

q Richard H. Funcke and sister, Miss 
Margaret Funcke, are now operating the 
business of H. Funcke in the Empire 
Bldg. for their mother, Mrs. Hugo 
Funcke, widow of the late owner. The 
firm has been in business here for 53 
years. 

q Members of the Pittsburgh and west- 
ern Pennsylvania jewelry trade were 
well represented at the conventions in 
Chicago. One party from this city char- 
tered a plane, and several special rail- 
road cars picked up jewelers in the west- 
ward movement. 

4q Edwin De Roy, of Joseph De Roy & 
Sons, and wife recently flew to Los An- 
geles on a vacation. Al J. De Roy, head 
of the firm, has returned from a vaca- 
tion spent in Atlantic City. He reports 
good business and a shortage of mer- 
chandise. 

q William A. Barron, of S. H. De Roy 
& Co., wife and family have returned 
from a three weeks’ vacation in Maine. 
Emanuel De Roy has returned from a 
buying trip to New York. S. H. De Roy 
reports they are now receiving mer- 
chandise in better volume. 


q Harry H. Silverman, vice-president of 
the Samuel Weinhaus Co., 808 Liberty 
Ave., and family have returned from 
an automobile trip through the South. 
The annual fall opening of the com- 
pany, held during the week of July 20, 
was very well attended. An air-con- 
ditioning system was installed prior to 
the opening. 

q.S. H. Meyer, 76-year-old North Side 
jeweler, at 1810 Beaver Ave., was held 
up by two men Saturday, Aug. 16, and 
pushed against the wall of his store at 
gun-point. The men scooped up 30 or 
40 rings and watches, valued at more 
than $1,000, and made their getaway. 
Speaking of the robbery, Meyer said: 
“T just stood by. They didn’t say any- 
thing. I knew better than to fight with 
them. I have been in business for 57 
years and this was my first hold-up.” 
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THERE'S MAGIC 
IN THESE NAMES 


ELGIN 
WALTHAM 
SETH THOMAS 
WESTCLOX 
GENERAL (GE) ELECTRIC 
TOASTMASTER 
MIXMASTER 
IRONMASTER 
SHAVEMASTER 
SCHICK 
COMMUNITY PLATE 
TUDOR PLATE 
1847 ROGER BROS. 
WM. ROGERS 
AGFA ANSCO CAMERAS 
UNIVEX CINEMASTER 
RONSON 
SWANK 
AND MANY OTHERS 





THE PUBLIC DEMANDS THEM 
WE DISTRIBUTE THEM 


THE SAMUEL 


WEINHAUS 


COMPANY 
800-808 LIBERTY AVE. 


PITTSBURGH - - - - PA. 














MANUFACTURING JEWELERS 
and 


DIAMOND SETTERS 


BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
Phone ATlantic 2336-7 























of 


GOLD and SILVER 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished 


























i VERNON-BENSHOFF CO.° 
933 Ridge Ave. Pittsburgh, Pa. 





THE JEWELERS’ CIRCULAR-KEYSTONE 


























HALL BROS. & CO. 
Clark Bldg. Pitssburgh, Pa. 
Diamond Imj° «ters 
and Distribut rs for 
Granat Mfg. Co. 

Stylists in 
Engagement and Wedding Rings 











Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 














Established 1895 
THE W. J. JOHNSTON 
COMPANY 


©. WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E. Jones Jake Hershe: 
Wm. A. Jones 














HANDBOOK FOR THE 


AMATEUR LAPIDARY 
By J. H. HOWARD 


Written to provide practical in- 
struction in all kinds of gem cutting 
for the beginner and the advanced 
amateur. Equally useful for pro- 
fessional - lapidists. 


Price $2.00 Postpaid 
THE JEWELERS’ CIRCULAR- 


KEYSTONE 


00 E. 42nd St. 56th & Chestnut Streets 
lew York, WN. Y. Philadelphia, Pa. 
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Wally Kappel, 18, son stone's throw from the 
of William J. "Bill' Kappel homestead. 
Kappel, head of the Wally will be a sen- 
large chain of Kappel 
and Busch credit jew- 
elry stores in Pitts- 
burgh, New York, Buf- 
falo and Chicago, won 
the Western Pennsyl- 
vania Junior Golf title 
recentiy when he de- 
feated Jimmy Noble, 
Jr., in the finals at 
Churchill Valley Coun- 
try Club. This was the 
second successive year 
that young Kappel has 
won the Junior Cham- 
pionship and _ both 
years he was medalist 
in qualifying rounds. 
He is a member of 
the Shannopin Country ior this Fall at Shady- 
Club, Ben Avon _— side Academy, nation- 
Heights, Pittsburgh, ally known Pittsburgh 
which is just a mere prep school. 








q The John M. Roberts & Son Co., Dia- 
mond and Wood Sts., are air-condition- 
ing two of the four floors of their store. 
J. Loughrey Roberts, head of the firm, 
has returned to his Pittsburgh residence 
after spending a month on his farm 
back of Fox Chapel. 

q Carl S. Cuda, retail jeweler, 430 Mar- 
ket St., recently air-conditioned his place 
of business. In commenting upon the 
installation, the Duquesne Light Co., in 
its house organ, “Commercial Electric 
Topics,” quote Mr. Cuda as follows: 
“For several years now I have been 
resisting the appeal of air-conditioning 
simply because I considered the invest- 
ment too great for only three or four 
months of use. I had been resigned to 
accepting the usual summer slump in 
business. Today, my shop is air-con- 
ditioned and the system is an investment 
which will more than pay its way.” 

q August Charles Gies, East Liberty 
jeweler, is retiring after 58 years in the 
retail jewelry business. When Mr. Gies 
first set up his own business, he built a 
store on Station St. In 1889, he moved 
to 6260 Frankstown Ave., and his new 
three-story building was the biggest in 
East Liberty. Although dwarfed now 
by the expanding community, the build- 
ing still remains a landmark and it was 
there that Mr. Gies spent virtually every 
day of his life from 1889 to last Jan- 
uary, when he became ill and retired. 
Mr. Gies now lives with a daughter in 
East Liberty. His wife, died last Sep- 
tember after they had been married 53 
years. 


CLOCK MANUFACTURER HONORED 





Richard H. Whitehead, president of the New 
Haven Clock Co. is seen receiving an honorary 
degree of Doctor of Engineering, at the com- 
mencement of the Illinois Institute of Technology. 





DAVID WEIS « CO. 
DIAMONDS 


DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 
AND 


RONSON PRODUCTS 


1101 CLARK BUILDING, PITTSBURGH 








DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 
all orders. 


TRIANGLE 
JEWELRY MFG. CO. 


216 Clark Bidg., Pittsburgh, Pa. At. 7723 








J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 


DIAMONDS and MOUNTINGS 


etal 


502 Clark Bldg. Pittsburgh, Pa. 














Pittsburgh 
Wholesalers 
and 
Manufacturers 
Can Fill 


Your Every 
Jewelry Need 





C. PROESSLER & SON 


JEWELERS 


STORE FIXTURES 
1221 PENNSYLVANIA AVE 
PITTSBURGH, PA. 











KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES - JEWELRY 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 
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THE HOUSE OF 
SPECIAL ORDERS 


ed etatelttasmectalemerece 


Prompt Service 
Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones. Cherry 5770 & Ch. 5771 ~ 








KLEIN BROS. CO. 


617 Vine St. Cincinnati, O. 





Our salesmen are out with NEW FALL 
lines. Beautiful! Be sure and see. 





JEWELRY—Large Assortments 
Latest Styles 


DIAMOND RINGS—Popular Prices 
Newest Mountings 


KENWOOD WATCHES—Dependable 


Popular Prices 











Greenwold Grift Co. 


The House of Quality and Service 
1S WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


*CELLINICRAFT Jewelry 


ELGINS @e HAMILTONS (Zones 7, 8) 


ines of quality and style that give you pro- 
tacted profit You can recommend these lines 
to your customers with confidence. 








FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 


ELGIN—*HAMILTON 
#ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 

“IF IT'S NEW WE HAVE IT” 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 


811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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q Miss Lillie Meyers and Miss Frieda 
Wagner, both of E. Wagner & Sons, 
were visitors to the Chicago Gift Show. 
q Louis) Grassmuck, Union Central 
Bldg., retail jeweler, attended the Co-op 
Club’s national convention in Denver. 
q Charles Reinstatler, Reinstatler and 
Mecklenborg, 504 Central Ave., has re- 
covered from an illness and is back at 
work. 

q A visitor to Cincinnati, J. E. Johnson, 
Harrington Co., Columbus, was _ enter- 
tained at a luncheon here by Clifford 
Bennett, Frank Herschede Co. 

q William Funk, watchmaker for the 
Southam Watch Co., and Carl Swigart, 
of Phil Hass Jewelers, Inc., are recover- 
ing from recent appendectomies. Funk 
was stricken while at work and had an 
emergency operation performed at the 
Jewish Hospital, July 30. 

4 Robert Herzog with Elmer Herzog, 
Covington, Ky., jeweler, injured his 
knee while playing badminton and _ has 
been hobbling around on a crutch. The 
knee is mending all right. 

q Henry Von Unruh, Peebles Corner 
retail jeweler and president of ANRJA, 
recently rode the same American Airlines 
plane with Wendell Willkie and didn’t 
know it until the latter got off at In- 
dianapolis. Von Unruh was en route 
from Chicago to Cincinnati. “If T: had 
known Mr. Willkie was on the plane,’ 
Von Unruh afterward mused, “there’s a 
couple of questions I'd liked to have 
asked him.” 

q Appointment of a nominating com- 
mittee and grand ball committee will 
take place at the Sent. 5 meeting of the 
Cincinnati Guild, Ohio Watchmakers’ 
Association, in the Hotel Sinton. The 





election of officers is set for Oct. 3 and 
the grand ball for some time in January, 
At a meeting, Aug. 1, Charles Purdom, 
of American Time Products, Inc., dem- 
onstrated operation of the Watch Mas- 
ter the guild won at a Duluth conven- 
tion. raffle. The machine tells in 30 sec- 
onds what rate a watch keeps in 24 
hours. A class of 21 members took in- 
structions in use of the apparatus. 

q Another flock of Queen City area 
jewelry men took to the highways and 
by-ways, lately, for fishing, swimming 
and what-have-you. The group included: 
Anthony Lampe, Newport, Ky., wao 
visited Washington, Maryland, Annap- 
olis and other points; E. B. Jacobs, his 
wife and son, E. B. Jacobs, Jr., of D. 
Jacobs Sons Co., to Cape May, N. J.; 
Elmer Kaising, president, Cincinnati 
Guild, Ohio Watchmakers’ Association, 
to Great Lakes; Thomas R. Botts and 
family, to the East; Al Esberger, Es- 
berger Bros., 1133 Vine St., to Pines 
Club, Dunlap, Ohio; A. Levison, Mon- 
mouth Jewelery Co., Newport, and 
family, to Virginia Beach; George 
Kleier, E. Wagner & Sons, and family, 
to Atlantic City; Walter Stenger, Frank 
Herschede Co., to Indian Lake; Robert 
L. Hummel, Vine St., jeweler, and his 
wife, to Wisconsin, after attending the 
Chicago Giff Show; Buddy Knight, of 
P. J. Knight, diamonds, to Minnesota} 
Elmer McNeal and Hal Tharp, both of 
Robert L. Hummel, on joint vacation; 
James Chapman, Loring-Andrews Co.; 
Louis Hummel, Jr., and wife, to Hol- 
land, Mich.; Adele Lucky, Union Trust 
Bldg., jeweler, to Chicago; Robert 
Stocker, Schumer Bros., and family, to 
Michigan. 





Northern Ohio Guild to Hold Dinner 


Student members of the Northern Ohio 
Guild, of the American Gem Society, 
who have, acquired certificates during the 
year, will be honored at a banquet in 
the Hotel Allerton, Cleveland, on Sept. 
15. All A.G.S. members who may be in 
the vicinity of Cleveland are invited to 
attend. An interesting evening of en- 
tertainment has been planned by the com- 
mittee: William Theis, chairman; Emily 
Clay, hostess; William Ficken, field pro- 
motion; Richard Freaser, reservations, 
and Harry Erickson, display. 


~ 


Imports For The Month of May 





Article Number Value 
Watches and watch 

movements ..... 446,950 $1,421,976 
Watch parts ..... 139,586 
Clocks and _ clock 

movements ..... 1,328 23,979 
Diamonds, suitable 

as gems— 
Rough, uncut 16,806 cts. 792,650 
Gut, uneet. ...... 8,854 cts. 1,055,975 


Other precious stones— 


Rough. uncut 1,620 
a 193,354 
Semi-precious stones— 
Rough, uncut ... 3,289 
Cut, Unset .. ... 90,244 
Imitations— 
Of precious and 
semi-precious . 88,289 
Of opaques, etc... 3,700 
Of pearls, ete.... 49,244 
Byntheticg ....ses- 41,244 
Pearls— 
coi’ ere 37,525 
Cultured or cul- 
ee 66,164 





Gov. Julius P. Heil of Wisconsin has 
appointed Erwin J. Metzke, Milwaukee, 
and Ralph Young, La Crosse, to the 
Board of Examiners in Watchmaking. 
The former succeeds Roman Wichtowski 
and will serve until May 15, 1945, while 
Young's term will expire May 15, 1944. 


Possesses 1200 "Old Turnips" 





Walter C. Bassett, of Lovell, Me., who has been 
a cross-roads jeweler 50 years, has collected 1200 
old-fashioned watches in his unusual hobby. 
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e Robert Stewart, manager of the 
Daniel Low Co., jewelers of Salem, spent 
his vacation on Cape Cod. 

Fred Boulton, manager of Hamilton 
Watch Co.’s export division, and family, 
yacationed at Welles Beach, Me. 

Raymond Wigmore, Cincinnati, ac- 
companied by his wife, spent two weeks 
vacationing with his father, Walter Wig- 
more, jeweler of Norfolk Downs, Mass. 
Both father and son formerly visited the 
jewelry trade in the South and South- 
west. 

ewelry estimated to be valued at 
$400, stolen seven years ago from the 
store of Homer Abbott, Winchendon, 
Mass., was discovered under a stone in 
the woods by two boys. The jewelry 
recovered included rings, bracelets, watch 
chains and pins. 

q Selim G. Modine, watchmaker with 
many acquaintances in the trade, has 
joined the staff of Thomas Long Co., 
Boston, retail jewelers. Mr. Modine 
served his apprenticeship in Sweden and 


BOSTON 








BREESE 


came to Boston 25 years ago and has 
been associated with watch factories and 
several high-grade retail shops. 

q Mrs. Addie Fisk Goodell, Epping, 
N. H., the efficient secretary and trea- 
surer of the New Hampshire R.J.A., finds 
time for her hometown activities. Dur- 
ing the recent week-long celebration in 
commemoration of its first settlers, Mrs. 
Goodell did her bit to make the event a 
success. Mrs. Goodell and other R.J.A. 
delegates from New England planned to 
take the air route to the Chicago con- 
vention. 

q Harvey Locke, jeweler of Amesbury, 
Mass., and his son, Everett, have al- 
ways taken an active part in the civic 
activities of their home town. Mr. 
Locke’s hobby has been for many years 
the flower gardens about his home. A 
sign bids the passerby welcome. Everett 
has a liking for outdoor sports. The 
Locke home is at the base of Powow 
Hill, 221 feet high, and when the winter 
season opens Amesbury will have a fast 
ski slide, thanks to the Lockes. 





REMODELINGS 





AND REMOVALS 








Anderson Bros., Inc., 704 11th St., N. W., Washington, D. C. New location. 


Barnett Novelty Co., 1617 Elm St., Dallas, Texas. 


Remodeled. 


Adolph B. Berglund, 504 Bemidji Ave., Bemidji, Minn. New location. 


Brown’s, 249 Fulton Ave., Hempstead, 


N. Y. New location. 


Central Jewelry & Loan Co., 141 Peachtree & Pryor Sts., Atlanta, Ga. New location. 


Gillespie Bros., 324 Norfolk Ave., Norfolk, Neb. New location. F. 


W. & J. V. Gillespie. 


Gold-Stone’s, 148 E. Front St., Plainfield, N. J. New location. 

Hamilton Jewelry Co., 1021 State St., Santa Barbara, Cal. New front. 

Paul Homburger, 105-35 63rd Road, Forest Hills, N. Y. New location. 

Hunt’s Jewelry Store, W. Main St., Uniontown, Pa. New front. 

Loyall N. Komarek, 1217 Main St., Great Bend, Kans. Modernized. 

Morrey Jewelers, 114 N. High St., Columbus, Ohio. Modernizing. 

Moulton Jewelry Co., 374 Main St., Worcester, Mass. New location. G. D. Robertson, mgr. 
Ray’s Credit Jewelers, Main & Ave. A, Temple, Texas. Modernizing. 


Reagan Kipp Co., 171 Tremont St., Boston, Mass. 


New location. 


E. A. Schuster, First Natl. Bank Bldg., Johnstown, Pa. New location. 


Stoner Jewelry Co., Liberal, Kans. New location. 


Mr. & Mrs. L. G. Stoner. 


W. M. Wall, Pulaski, Va. Expanding present location. 
Williams Jewelry Store, Needles, Cal. New location. Alfred & John Williams. 


J. H. Wood, 926 Main St., Santa Paula, Cal. 


New location. 


Zeff Bros., 8th & Monmouth Sts., Newport. Ky. Making alterations. 
J. Harry Welling, 5 Pike St., Covington, Ky. New location. 


Earl M. Wilkinson, 234 W. 2nd St., Pomona, Cal. 


New location. 








NEW RETAIL ENTERPRISES 





Diamond Jim Brady, Inc., 106 N. Eutaw St., Baltimore, Md. Wilson M. Brady, mgr. 
Edwards Credit Jewelers, Rialto Theatre Bldg., Elgin, III. 


Harris Jewelers, 61 E. State St., Columbus, O. 
Robert W. Helwig, 204 E. 6th St., Cincinnati, O. 


Ben Harris, prop. 


Herrick Jewelry Store, 211 S. Main St., Kennett, Mo. Mrs. Edgar Herrick, prop. 
Kings, 184 S. High St., Columbus, O. Morrey Levinson & Jule Berliner. 


Phillip Krause, Ambridge, Pa. 


Marker Credit Jewelry Co., 413 Main St., Longmont, Col. Carl Teener, mer. 


J. E. Marsh, 125 S. 2nd St., Tucumcari, N. M 


May Jewelers, 6 N. Broadway, Aurora, Ill. Harold Geman and Milton Coles, co-mgrs. 


Walter S. Morris, Beaufort, N. C. 


Natchez Jewelers, 133 N. Commerce St., Natchez, Miss. I. Oberlin, prop. 
Siegel Jewelry Co., Inc., 614 Hamilton St., Allentown, Pa. 


Wesley’s—Jewelers, 15 S. York Road, Hatboro, Pa. 
Wise Jewelry Co., 7 N. 3rd St., Harrisburg, Pa. 


Mr. and Mrs. Walter A. Wesley. 


M. J. Weisberg, prop. 





Add Ho-Hum Department 


This little gem of profound ignorance 
recently appeared in a syndicated news- 
paper column: 

“I told Mr. S — the story of one 
New York watch repairer who preyed 
upon an excellent watch of mine for 
years, successively extracting works and 
substituting scrap metal, until the watch 
would not run any more. I did not dis- 
cover the villainy until. I sent the watch 
back*to the factory, where the stolen 
works were replaced.” 
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Oneida Wins Injunction 


Harry Curtis and Monroe Curtis, do- 
ing business as the Bryant Sales Co., 
of New York City, have signed a stipu- 
lation and consented to the entry of a 
judgment for permanent injunction 
which permanently restrains the firm or 
any of its agents from advertising, of- 
fering for sale or selling “Community 
Plate” and “Tudor Plate” at prices less 
than the minimum retail prices fixed by 
Oneida, Ltd., in its fair trade contracts 
with its distributors. 














A.C. \lercitsal & Ca. Inc 


WATCHES: (+ @™% ‘DIAMONDS 
CLOCKS - JEWELRY - SILVERWARE 


373 . d BOSTON 


WASHINGTON ST. MASS. 


A The House of Perice™ 
|- ALBERTS 


SONS, INC. 


Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 


AMERICAN 
WATCHES 


Exclusively 
ID! AMOND S 
I. ALBERTS SONS, Inc. 
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Where to Buy 
IMPORTED 
China and Glass 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 


EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


FRIEDLAENDER, BELMUTH & APPELBAUM, 


Ine. 
Successors to 
FRIEDLAENDER & CO., Ine. 
Recognized for over 70 years for fine quality in 
PORCELAIN, GLASS & POTTERY 
DECORATIVE PIECES— 
DISTINCTIVE LAMPS 
AND OBJETS D’ART 
53 WEST 23rd STREET NEW YORK 


W. E. LINDEMANN 


GLASS 























CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES WLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


KOSCHERAK BROS., INC. 
129-131 Fifth Ave., New York 


English Bone China Tableware 
Imported Art Pottery 

China Figurines 

"Pairpoint" American Glass 
Antique Reproductions 


MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 
Meakin & Ridgway, Inc. 

129 Fifth Avenue, New York, N. Y. 





























BI CERAMICS ames 
AND GLASS 


ruansa. CORPORATION 
225 FIFTH AVE. NEW YORK CITY 
ROYAL DOULTON 


English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 
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Businessmen Devise Plan 
To Discourage Solicitations; 
Fund Drives Must Be Approved 


All types of solicitations, contribu- 
tions, and fund-raising schemes now 
undergo rigid scrutiny before the pro- 
moters are permitted to call upon 
jewelers and other retail and profes- 
sional men of the neighboring cities of 
Waukegan and North Chicago, IIl. 

Located mid-way between Chicago and 
Milwaukee, these industrial cities for 
years found themselves a happy hunting 
ground for promotions, from the little 
peanut variety to large, well-organized 
drives. The yearly average was 275 so- 
licitations. Jewelers were asked to “shell 
out” as often as seven times in one day; 
and the estimate of $55 “sucker money” 
yearly per individual in the United States 
undoubtedly was low for the Waukegan- 
North Chicago area. 

About a year ago came rebellion. A 
Chamber of Commerce plan for check- 
ing on money-raising schemes had long 
been inoperative, so a group of members 
petitioned the chamber to devote new 
attention to this problem. Incorporated 
in a really workable plan, they pointed 
out, should be two main goals: (1) to 
eliminate irregular, unusual and un- 
worthy requests for contributions, and 
thus assure better support for regularly 
conducted membership and civic cam- 
paigns of locally established organiza- 
tions, and (2) to lessen financial loss to 
business, industrial and professional men. 

A protective committee formed within 
the chamber studied the matter. The 
committee made an earnest survey of 
methods used in 50 Mid-West communi- 
ties to control solicitation, and included 
in its report suggestions to meet spe- 
cialized local needs. The next step was 
to draw up a final general policy to be 
enforced by a Solicitation and Sanctions 
Committee. This committee framed an 
agreement for members to sign. It was 
voluntarily accepted at once by 85 per 
cent of the membership, and at present 
the percentage is almost 100. 

The agreement which Waukegan-North 
Chicago members sign provides that they 
will not make “donations of cash or 
merchandise or contributions to adver- 
tising schemes, tickets sold in books or 
packages, charity, magazine subscrivtions 
or other subscriptions outlined in the 
general policy adopted by the chamber 
unless the solicitor has first obtained 
approval from the Solicitation and Sanc- 
tions Committee, stating that the propo- 
sition in question has been found to 
comply with sound business principles 
and ethics.” 

Cards stating the plan are posted by 
each member filing the agreement. If 
a solicitor can show a permit to operate, 
a jeweler knows that an elaborate ques- 
tionnaire has been filled out at the cham- 
ber office and there is little chance the 
solicitation is not bona fide. The aues- 
tionnaire requires the names of officers 
and directors of the soliciting group, 
term of their office, time of last meeting, 
legal status of the organization, copy of 
charter and by-laws, and number of 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
ROYAL ALBERT CROWN CHINA, England 














members. ‘The annual dues are known, 
whether funds are audited, and whether 
the treasurer is bonded. 

In the case of publications, informa- 
tion is required concerning the backers, 
subscription price, circulation, advertis- 
ing rate, and mailing privilege; also 
commission or salary paid to solicitors, 
distribution of magazine income, names 
of editors and publishers, and so on. 

In the general policy distinction is 
made so as not to embarrass legitimate 
mediums such as newspapers, street cars, 
buses, billboards, telephone books, and 
city directories. The rules cover all ir- 
regular and one-time propositions such 
as programs, radio guides, cook books, 
time-tables, souvenirs, and special pub- 
lications. 

Sale of tickets over the telephone is 
never approved. Neither is sale of tickets 
for schemes prohibited by law, or solici- 
tation of cash or merchandise for ba- 
zaars, picnics, raffles, card parties, and 
so on, unless the organizations have a 
program of city-wide or community bene- 
fit. 

Except in unusual cases permission to 
solicit is denied if (a) an organization 
has already been granted one permit 
within the year, (b) funds are not for 
a worthy cause, (c) project is managed 
by an outside promoter, (d) only a small, 
select group will benefit, (e) requests 
to be made are unreasonable, (f) the 
proposition has no advertising value, (g) 
the percentage of money to be raised is 
too small for the sponsoring group, or 
if solicitors are paid too much, (h) so- 
licitation is made by telephone. 

One phase of the plan is especially 
notable. Similar plans in other cities have 
shown a weakness in that high-pressure 
promoters seek out committee members 
individually to “soften” them with per- 
suasion. This is avoided in Waukegan- 
North Chicago by keeping the personnel 
of the Solicitations and Sanctions Com- 
mittee secret, known only to the cham- 
ber president and secretary, and change- 
able at the discretion of the president. 

Jewelers and other business men of 
Waukegan and North Chicago are sav- 
ing money under the plan. “It pays to 
get tough on this problem,” declared one 
enthusiastic member. “Since our plan has 
been operating the collection boys are 
becoming scarce—which is just dandy!” 





17 New Registered Jewelers, A.G.S. 


The American Gem Society announces 
the awarding of the title of Registered 
Jeweler, A.G.S., to the following mem- 
bers: Robert A. Abbott, Wood-Abbott 
Co., Lowell, Mass.; T. O. Arnold, C. O. 
Arnold Jewelry Store, Pasadena, Cal., 
Michael Chovanes, Jr., Fellin’s, Hazle- 
ton, Pa.; George J. Fischer, Brumer- 
Fischer, Clinton, Iowa, Harry R. Gerber, 
Bramley Co., White Plains, N. Y.; An- 
drew K. Jobe, Geo. T. Brodnax Co., 
Memphis, Tenn.; Arthur Johnston, S. 
Joseph & Sons, Des Moines, Iowa, Wil- 
liam S. Joseph, S. Joseph & Sons, Des 
Moines, Iowa; Frank R. Kessler, Mt. 
Carmel, Pa.; J. Harry Lambrecht, Wm. 
Lambrecht & Son, Chicago; Albert G. 
Lange, W. E. Pierpont, Inc., Water- 
bury, Conn.; Lawrence Mannes, Hamil- 
ton Jewelry Store, Kalamazoo, Mich. ; 
Ernest Reuter, Mermod-Jaccard-King, 
St. Louis, Mo.; Guy Swartzlander, Jr., 
Kendallville, Ind.; Arthur L. Towle, 
Carter Brothers Co., Portland, Me.; A. 
R. Via, Jr. A. R. Via & Bro., South 
Boston, Va., and May Peebles Waite, 
Peebles Jewel Shop, North Adams, Mass. 
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OBITUARIES 


Wuu1am E. Apams, 60, who conducted 
a jewelry manufacturing business in 
Irvington, N. J., for many years, died 
Aug. 5, after a long illness. 

Epwarp E. Ayre, vho engaged in the 
jewelry business at the Mayflower Hotel 
in Washington and who had also con- 
ducted a shop for some time at Shore- 
ham Hotel, died in July, at the Emer- 
gency Hospital in the national capital. 
A son, Edward H. Ayre, was associated 
with him in business. 

Tuomas L. Bett, 64, jeweler and 
mayor of Americus, Ga., died July 17. 

Exton A. Dearne, 72, retired jeweler 
of Mexico, Mo., died recently at Mis- 
souri Baptist Hospital in St. Louis. 

Carr. Atvin C. Durnine, Jr., New 
Orleans jeweler, was killed in an auto 
crash on Aug. 10, near Pensacola, Fla. 
Capt. Durning, who was widely known 
as an oarsman and a swimmer, was called 
to active service with the U. S. Marine 
Corps Reserve at the Pensacola Naval 
Air Station, but he made frequent trips 
to New Orleans where his wife has been 
continuing his jewelry business. 

Jacop L. Exrensern, retired jeweler 
of Erie, Pa., died July 27. 

J. R. Frrepsere, jeweler in the Wash- 
ington Square Bldg., 7th and Chestnut 
Sts., Philadelphia, died Aug. 9 of a heart 
attack. 

Harvey Fritz, 79, jeweler at Oil City, 
Pa., for 51 years, died suddenly Aug. 11. 
For several years his son, Harvey Fritz, 
Jr., was associated with him in the busi- 
ness. 

Epwin G. Gerwie, 54, for many years 
associated with the A. H. Gerwig Co., 
Pittsburgh, wholesale jewelers, died in 
Charleston, S. C., Aug. 11. The firm 
passed out of business many years ago. 
At the time of his death, Mr. Gerwig 
was in the employ of the Government. 

Hans E. Greaxer, jeweler at Taylors- 
ville, Ill., for many years, died July 30. 

H. O. Hanson, 46, jeweler, at Louis- 
ville, Neb., was instantly killed on the 
night of July 25 in one of the worst 
automobile accidents in the section in 
many years. Four persons were killed 
and three seriously injured in a head-on 
collision. 

E. Auten Harris, 71, surviving partner 
of the jewelry firm of Harris & Shafer, 
in Washington, D. C., died at his home, 
there, on Aug. 1. He had retired from 
active business three years ago. 

Tuomas C. Hri1, 78, who conducted a 
jewelry store in Wilkes-Barre, Pa., for 
twenty years, died in July. He pre- 
— conducted a store at Shickshinny, 

a. 

Axsert C. Hurp, 71, who for some 
years operated the Hurd Watch Repair 
Shop, in Albany, N. Y., died at his home, 
July 28. His death followed that of his 
wife by six days. A native of Comstock, 
N. Y., Hurd was widely known not only 
as a watchmaker but as an amateur 
archeologist, genealogist and _ historian. 
At the time the state museum was 
opened in Albany, he turned over to it 
many rare specimens and records. 

A. J. Jean, jeweler of Sault Ste. 
a died July 21, following an opera- 
ion. 

Harry Ricuarpson, 80, long a town 
official and former proprietor of a Green- 
field, Mass., jewelry store, died Aug. 2. 
He conducted a jewelry store for 29 
years, retiring in 1902. 


FOR SEPTEMBER, 1941 





Leste J. Ryer, 61, a pioneer in the 
credit jewelry business in Kansas City, 
died at his home, Aug. 1, following a 
long illness. Mr. Ryer retired in 1937 
from a jewelry merchandising career be- 
gun in 1902 in a small shop on 12th St. 
in downtown Kansas City. For 10 years 
prior to his retirement he was a member 
of the Mace-Ryer firm. In 1926 he 
merged his company with the J. H. 
Mace Co. and credit clothing and elec- 
trical appliances were featured. The 
business prospered and two branches 
were opened in Kansas, one in Kansas 
City and another in Wichita. When his 
health failed in 1937, he retired and the 
business became known as Mace’s. 

Henry Sitverman, retired Providence 
jewelry manufacturer, died in his 80th 
year after a month’s illness. 

Wituiam E. Suretps, for many years 
a jeweler at 212 S. 16th St., Philadelphia, 
died Aug. 3. r 

Cot. Joun A. Smirn, 76, former chief 
engineer of Wadsworth Watch Case Co., 
in Dayton, Ky., died July 24. Colonel 
Smith and his three sons teamed to build 
and race boats on many inland waters 
of the United States. He was an elec- 
trical engineer, inventor of the electric 
drill, and helped install Mexico City’s 
electric street railway system. 

Tuomas Henry Surron, 74, for more 
than forty years a jeweler in Louisville, 
Ky., died July 30. He was in the jewelry 
business in Owensboro for several years 
before moving to Louisville, where for 
a number of years he was connected with 
the former George Wolf Co. 


Henry F. Vanpervoort, 85, who con- 
ducted a wholesale jewelry business 
establishment in Buffalo, N. Y., for more 
than 30 years up to the time of his re- 
tirement, died July 29, at his home in 
Dunkirk, N. Y. Prior to going to Buf- 
falo, he was associated in the wholesale 
jewelry business in Dunkirk, N. Y., with 
his father-in-law, the late Joseph Nelson. 

Hersert Cutrinc Van Pett, 71, presi- 
dent of F. H. Noble & Co., Chicago, died 
on Aug. 10 after a brief illness. Mr. 
Van Pelt, who was born in Meringo, II1., 
started in the jewelry business there in 
1884, came to Chicago in 1888 and was 
associated with Charles Purdy Co. until 
March, 1890, when he joined the F. H. 
Noble Co. in charge of city sales. Two 
years later he was transferred to the fac- 
tory at 535-559 W. 59th St., and for 
many years was secretary of the com- 
pany. Seven years ago when F. H. Noble 
died Mr. Van Pelt was elected president. 
He was one of the most highly regarded 
men in the trade on account of both his 
splendid business qualifications and fine 
character. He was active in church, 
Masonic and Kiwanis affairs. He is sur- 
vived by his widow and two daughters. 

WuriuMm L. Wasnsourne, president 
and secretary of Graff, Washbourne & 
Dunn, silversmiths, whose business her- 
itage in New York City dates back to 
1833, died suddenly of a heart attack 
in his room in the Hotel Statler, Bos- 
ton, Mass., on July 24. Mr. Washbourne, 
the late Charles Graff and Cleveland A. 
Dunn organized in 1899 under the pres- 
ent company name. Mr. Washbourne was 
elected president upon Mr. Graff’s death 
in 1931. Mr. Washbourne was the com- 
pany’s representative to the trade, and 
his energy and geniality contributed no 
small part to the success of the house. 
All through the trade he was affection- 


ately known as “Wash.” At the time of 
his death he was starting his Fall trip, 
and was, when stricken, alone in his 
room, with his sample line surrounding 
him, waiting for, one of his buyers to 
come in. His death was instantaneous. 
No more fitting ending of his career 
could have been desired by him. Mr. 
Washbourne had just passed his 70th 
birthday, and when he left the New York 
factory the night before, he was appar- 
ently in the best of health and spirits. 
He was a member of the Jewelers’ 24- 
Karat Club, the Brotherhood of Travel- 
ing Jewelers, the New York A. C. and 
the Huckleberry Indians. 

O. Q. Witson, 55, Benton, IIl., jeweler, 
was found dead in the rear of his busi- 
ness establishment, on July 25. He had 
been in poor health several years. 
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10% IRIDIUM PLATINUM 


As distributors of Iridium-Platinum to the jewelry industry, we have 


been requested by: 


OFFICE OF PRODUCTION MANAGEMENT 
WASHINGTON, D. C. 


to cooperate in the defense program by conserving Iridium solely for use 
in “Priority”. 


We therefore recommend the use of Platinum-Ruthenium alloy, better 
known as “Special Hard Platinum” as a very satisfactory substitute for 
Iridium Platinum alloy. This alloy is not new to the jewelry industry 
and we shall be pleased to continue to take care of your requirements. 


KASTENHUBER & LEHRFELD 
24 JOHN STREET NEW YORK, N. Y. 

















BELLEVUE 


“One of the Few 


Time is Mone y 
in watch repairing 


If eliminating hours of wasted time 
daily were the only advantage of the 
Watch Master, think of the hundreds 
of dollars you could save. But jewel- 
ers say it increases patronage, justi- 
fies higher prices on watch repairs 
and helps sell new watches as well. 


Famous Hotels in 


AMERICA, 


. «. became famous through its unsur- 
passed facilities, its superb food, the 
unvarying graciousness of its service and 
its vigilant management. And you will 


Ask for a copy 
of our “2-way 
Profit Plan” 
booklet. 


also appreciate its reasonable rates. 
AIR-CONDITIONED RESTAURANTS 


The WatchMaster gives you a 
printed record in 30 seconds show- 
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ing the 24 hour rate of any watch 
and the cause of any irregularity. 


American Time Products, 


580 Fifth Ave. Inc. New York, N. Y. 


Distributors of Western-Electric Watch-rate Recorders 
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BELLEVUE- STRATFORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT 
General Manager 
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Practical Modern Watechmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 
Part IV—Adjusting 


Section 2 





RELATION OF REGULATOR PINS TO THE SHAPE OF OVERCOIL 

The proper fitting of regulator pins is a very impor- 
tant consideration in connection with isochronal adjust- 
ments. Some watchmakers advocate that isochronal and 


position errors can be corrected by opening or closing 


the regulator pins. 

All of the isochronal errors shown in Graph No. 1 
were established by bending the overcoil towards and 
away from the balance staff as described in Fig. 5 with 
the letters 4-B-C. 

So that a clear picture of the effect of opening the 
regulator pins can be presented, the tests are continued 
with the same watch, in the manner shown in Fig. 19. 

Five intermediate tests were made following test 
No. 4 in Table No. 1 and Graph No. 1 which are not 
recorded here, the desire being-to improve the isochronal 
rate, which actually was accomplished and is recorded 


MOTION (TURNS) 


Graph No. 2 


in Test No. 1, Table and Graph No. 2. In Graph No. 2 
the time variation is represented in minutes per 24 
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This is the eleventh instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
for the new educational program of the 
Horological Institute of America and through 
the courtesy of that organization are here ap- 
pearing in print for the first time. Following 
their first publication in JEWELERS’ CircuLAr- 
KEYSTONE, reprints of the articles are made 
available through the Horological Institute, 
to whom requests and inquiries should be 
directed. Address Ralph E. Gould, Secretary, 
Horological Institute of America, c/o Bureau 
of Standards, Washington, D. C. 











hours, each vertical line therefore is .03 seconds per 24 
hours. 


Table 2—Watch Rates—Minutes and Seconds per 24 Hours 
4th Test 
Ist Test 2nd Test 3rd Test Overcoil at 
Overcoil at Overcoil at Overcoil at C Regulator 
Motion of C Reg. C Reg. C Reg. Pins Open 
Balance Pins Closed Pins Open Pins Open _ to Contact 
Wheel Tight —.0006” —.002 at 90° 
¥% Turn +00.21 +.00.03 —3.54 —8.45 
%y% +00.15 +00.00 —2.42 —8.45 
~_ ™ +00.12 —00.03 —1.36 -—7.36 
+00.00 —1.24 —7.24 
+.00.03 —1.12 —6.54 
+.00.03 —1.06 —6.27 
+00.05 —0.54 —6.18 
+ 00.06 —0.42 —6.07 
4.00.06 —0.36 -—5.36 
4.00.07 —0.30 —4.48 
+.00.09 —0.24 —3.51 
+ 00.12 -—0.18 —3.15 


ym 4.00.12 
% « 4.00.12 

. «4 4.00.12 
“ae 4.00.12 
ie. +00.12 
1y4, « 4.00.12 
1% « 4.00.12 
1% “ 4.00.12 
1% « 4.00.12 

By comparing the isochronal rate curves of Test No. 
2 recorded on Graph No. 1 and 2, we can make the 
following statements: 

1—In order to obtain close isochronal rates it is nec- 
essary to have the regulator pins closed. 

2—Opening the regulator pins makes the rates in the 
low arcs relatively slower than the rates in the low 
areas of motion of the same watch taken with the regu- 
lator pins closed. 

8—Opening the regulator pins has a similar effect 
upon the rate as that of moving the overcoil away from 
the balance staff. 

1—Closing the regulator pins has a similar effect 
upon the rate as that of moving the overcoil toward the 
balance staff. 


DETAILED ANALYSIS OF POSSIBLE METHODS OF RELOCATING 
THE OVERCOIL SO AS TO OBTAIN CLOSE ISOCHRONAL RATES 


These bending details are applicable to the finishing 
operation and the minute care in explaining the various 
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SPEIDEL CORPORATION 


70 SHIP STREET 


== 


May 26,1941. 


The Jewelers Ciroular-Keystone 
100 EB. 42nd Street, 

Pershing Square Bldg., 

New York 

N.Y. 


Gentlemen: 


I am in receipt of your kind favor of May 
22nd and also a copy of May issue of the Jewelers' 
Olroular-Keyetone. I shall read it with much in- 
terest each month as it reaches my desk. 


For your information, the Speidel Corpora- 
tion's two page ad in your April iseue, on our 
Mignon bracelet brought us more requeste than any 
ad that has ever come to my attention. 


Wishing you every success, I an, 
8 ’ 


-- <. arehiaZt 
P.G.Marehall, Chtocago Mgr., 
31 North State St., 
Chicago ,Illinois. 
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Jewelers Are on the Alert for All New Merchandise 
Keep Your Products in Their Minds 


ADVERTISE IN 
THE JEWELERS’ CIRCULAR-KEYSTONE 











“THE PATHWAY TO SUCCESS” 
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WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Iii. 

















Third Edition 


WITH THE WATCHMAKER 
AT THE BENCH 


by 
Donald de Carle 


Here is a concisely written book packed with useful and 
important information on watch repairing. It is especially 
recommended for the younger watchmakers, students and 
apprentices but is equally useful to the advanced 


workman. 
Price $3.00 Postpaid 
Send Remittance With Order 
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100 E. 42nd St. 56th and Chestnut Sts. 
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WHEN PINS ARE 
CLOSED TIGHT THE 
RATES WILL RESPOND 
MORE ACCURATELY 
TO THE MOVEMENT 
OF THE OVERCOIL 

FROM A.to B.to C. 


AN OPENING OF .0003" 
WILL INSURE SAFE 

SLIDING OF THE PINS 
OVER THE OVERCOIL 


PINS CLOSED PINS OPENED .0003" 







CHANGING WEIGHT 
OF BALANCE TO CORRECT 
MEANTIME-WHEN PINS 
ARE OPEN MUST BE 
GIVEN CAREFUL 
CONSIDERATION 

IT CAUSES MUCH 
EXTRA WORK 
ESPECIALLY ON SMALL 
CHEAP WATCHES 


CONTACT AT | TURN 


bends is to point out that when centering the spring all 
bends made at points C-B affect the isochronal rate of 
a watch, also to lay a foundation of basic bends to make 
finishing better understood and easier to do. 

* Figure 20—Spring bent at point C, moving regulator 
circle and stud toward the balance staff. This represents 
the condition with balance wheel and hairspring out of 
the watch. Arrow indicates direction of bending. 

Figure 21—View of same spring after being placed in 
the watch. It will be noticed that the stud hole and 
regulator pins locate the regulator circle in its proper 
place, but due to the bend at point C the overcoil will 
be held in position B and thereby throw the body of the 
spring out of center, as shown by the dash line. To 
center, grasp the spring at point B and bend the outside 
coil A in the direction of the arrow, or toward the bal- 
ance staff. 

Figure 22—It will be noticed in Fig. 17 that the first 
bend, at point C, bent the stud toward the balance staff. 
While the hairspring is still out of the watch the over- 
coil could have been bent inward at point B, as shown 
in Fig. 22. 

A little study of the three Figs. 20, 21 and 22 is 
worth while. In Fig. 20 it will be seen that the arrows 
indicate that the spring should be bent toward the staff 
at point B, and in Fig. 22 the arrow indicates that the 
overcoil should be bent toward the staff. This seems 
confusing and contradictory. However, it must be borne 
in mind, that when attempting to move the overcoil to- 
ward or away from the balance staff, the relocating op- 
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WHEN THE PINS 
ARE OPEN SO OVERCOIL 
TOUCHES AT EXTREME 
END OF SWING - VERY 
ERRATIC RATES WILL 
RESULT. 


CONTACT AT | TURNS 
Fig. 19 















AS THE PINS ARE 
OPENED OVERCOIL 
MUST BE MOVED 
TOWARDS STAFF TO 
CORRECT TENDENCY 
TO LOSE IN LOW 
ARCS OF MOTION 


MAXIMUM OPENING 
OF THE PINS SHOULD 
NOT EXCEED .0006" 
PINS OPEN 0006" 
WILL REQUIRE 
OVERCOIL TO BE SET 
TOWARD THE "B" 
POSITION 









PINS OPENED .0006" 
O O 
O 


CONTACT AT + TURN 








WITH PINS WIDE 
OPEN THE LOSS IN TIME 
OVER THE CLOSED 

POSITION WILL VARY 
FROM 2TOIO MINUTES 


PINS WIDE OPEN 


eration always requires two bends. In almost all cases 
it requires more than two bends, so as to lay the over- 
coil correctly and make the spiral portion of the spring 
as perfectly centered as possible. Therefore, it is as- 
sumed in this analysis that each bend will be absolutely 
correct. 


Moving the Overcoil Toward the Staff, or from Position C 
to Position B. Fig. 5 (p. 131, June) 

(A) When accomplished out of the watch: 

1st—Bend regulator circle and stud toward balance 
staff from solid to dotted line in direction shown by 
arrow in Fig. 20. 

2nd—Bend overcoil, or position C to position B to- 
ward staff from solid to dotted line in direction shown 
by arrow in Fig. 22. 

(B) When accomplished in the watch: 

1st—Bend overcoil toward staff at point C (Fig. 21). 

2nd—Bend outside coil A toward staff at point B 
from dotted to solid line as shown by arrow in Fig. 27. 

From this we can see: 

1st—That bending the overcoil toward the staff from 
point B out of the watch, requires the stud and regula- 
tor circle to be bent toward the staff, from point C. 

2nd—That bending the overcoil toward the staff in 
the watch at point C, requires the outside coil A to be 
bent toward the staff from point B. 

It must be understood further that merely bending 
the overcoil toward the staff, either in or out of the 
watch, does not make the correction suggested for iso- 
chronism, made in Fig. 5. As stated before, two bends 
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are required in order to keep the spiral or main body 
of the spring as perfectly centered as possible. 


Mowing the Overcoil Away from the Staff or from Position C 
to Position A—Fig. 5 

(A) When accomplished out of the watch: 

Jst—Bend regulator circle and stud away from bal- 
ance staff, from solid to dotted line, as shown by arrow 
in Fig. 23. 

2nd—Bend overcoil away from staff, from solid to 
dotted line, as shown by arrow in Fig. 25. 

(B) When accomplished in the watch: 

1st—Bend overcoil away from staff at point C (Fig. 
24). 

2nd—Bend outside coil A away from staff at point B, 
from dotted to solid line, as shown by arrow in Fig. 24. 


Moving the Overcoil Away from the Staff or from Position C 
to Position A—Fig. 5 
(A) When accomplished out of the watch: 
Jst—Bend overcoil away from staff, from solid to 
dotted line, as shown by arrow in Fig. 26, point B. 
2nd—Bend regulator and stud away from staff, as 
shown by arrow in Fig. 28. 
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(B) When accomplished in the watch: 

1st—Bending the spring at point B out of the watch 
does not change the position of the overcoil in the watch, 
but moves the outside coil 4 away from the staff. 
(Vig. 27). 

2nd—Therefore, the overcoil must be bent away from 
the staff at point 4, carrying the outside coil A toward 
the staff. 


Moving the Overcoil Towards the Staff, or from Position C 
to Position B—Fig. 5 

(A) When accomplished out of the watch: 

1st—Bend overcoil at point B toward the staff, from 
solid to dotted line, as shown by arrow in Fig. 29. 

2nd—Bend regulator and stud toward staff at point 
C, as shown by arrow—Fig. 31. 

(B) When accomplished in the watch (Fig. 30): 

1st—Bending the spring toward the staff at point B 
out of the watch does not change the position of the 
overcoil in the watch, but moves the outside coil A to- 
ward the staff. 

2nd—Therefore, the overcoil must be bent toward the 
staff at point C, carrying the outside coil 4 away from 
the staff. - 
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EIGHT FORMULA—I would like to have your 

formula for calculating the correct weight for driv- 
ing a plain regulator with a half seconds pendulum and 
Graham dead beat escapement. (Question No. 5352.) 
& &.¢. 


Answer—Instead of a formula for calculating the 
motive power weight for a clock, we suggest this method: 
First make sure that the clock movement throughout 
is in good mechanical order as to train and escapement. 
Then take a tin can with a wire bail arranged to hang 
on the hook of the weight pulley; and into the can pour 
lead shot or fragmentary weights in any other form, 
adding weight gradually until the pendulum arcs are 
sufficient to carry the pallets a little beyond the points 
at which the escape wheel teeth drop on the locking faces 
of the pallets on each side of the escapement action. This 
simple empiric method takes care of factors that really 
could not well be determined for inclusion in the state- 
ment of a formula. After having determined the weight 
as explained, the details of construction of the perma- 
nent weight can be whatever would suit the style and 
finish of the clock. 


INK GOLD—Do you think this new pink or rose 
gold is the coming thing, and will drive yellow gold 
out of use? (Question No. 5353.) J. K. 


Answer—We believe this color of gold, like any other 
matter of vogue or fashion, will have its day, and then 
gradually pass out of fashion or be relegated to much 
more limited use. Such is the law of fashion. It seems 
based upon the natural human desire for change; when 
one thing becomes prevalent, the desire soon begins to 
be felt for something different, and the new thing gradu- 
ally comes into use. This law of change helps merchants 
and manufacturers by increasing sales volume. Jewelers 
who were in business 20 years or. more ago remember 
when the “white gold” fashion appeared; for some years 
articles made of yellow gold could hardly be sold; then 
.yellow gold staged a comeback and white gold almost 
passed out of use. So it goes. 
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ANSWERS 


“ OLF-TEETH”—What is meant by “wolf- 
teeth” in a watch? What are they, where used, 
and when? (Question No. 5354.) B. B. 


Answer—The term “wolf-teeth” refers to the pro- 
files of gear teeth in the watch mechanism. In prac- 
tically all parts of the mechanism gear teeth turn and 
transmit power only in one direction. The acting profile 
only on one side of the point of a tooth comes into action, 
except in dial trains. The profile on the other side of 
the tooth need not have any power-transmitting form. 
This side on a “wolf” tooth can be a convex curve from 
the point of one tooth down to the root of the following 
tooth. What might be said of a “wolf” tooth is that it has 
greater strength and resistance to bending or breakage 
than a tooth of the regular form. As far as we can 
determine, these ‘“wolf-teeth’ were introduced into 
watchwork by LePine, of Paris, about the middle of the 
18th Century. He used them in the entire time train of 
some of his watches. Today, “wolf-teeth” are some- 
times used in the steel winding wheels of watches, but 
no other watchmakers seem to have followed LePine’s 
lead in using these teeth in other parts of a watch 
mechanism. 


ILING—How can we tell the righ? amount of oil 
applied to balance pivots? (Question No. 5355.) 

G. Ee 
Answer—The right amount of oil is assured in the 
first place by following a good method of applying the 
oil. A favorite way with many good workmen is to 
touch a little oil to the face of the end-stone before 
placing the latter in its seat; then apply a similar drop 
in the cup of the hole jewel; these two drops contact 
each other through the pivot hole, and should constitute 
the right amount for that place. After the watch is as- 
sembled and the pivot in place, an inspection with a 
double loupe will show an area of oil through the end- 
stone, extending some distance around all sides of the 
pivot, but not reaching quite to the edge of the jewel area. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
ws 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


Te avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





SECOND WATCHMAKER desires posi- 
tion in New York area; capable and 
willing. Address ‘“H., 574,” care Jewel- 
ers’ Circular-Keystone. 





IF YOU ARE €N NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, Ill. 





WATCHMAKER, young man, experi- 
enced, desires steady position; refer- 
ences. Address “R., 664,” care Jewelers’ 
Circular-Keystone. 





FIRST CLASS jewelry jobber, stone 
setter and engraver; 30 years’ experi- 
ence; best references. Address “D., 
735,” care Jewelers’ Circular-Keystone. 





POSITION WANTED; certified watch- 
maker capable of taking charge of re- 
pair department; age 40. Address “‘J., 
751,” care Jewelers’ Circular-Keystone. 





FIRST CLASS jeweler repairer and dia- 
mond setter; 20 years’ experience. Ad- 
dress “K., 592,” care Jewelers’ Circu- 

lar-Keystone. 


BOOKKEEPER, full charge of office de- 
tail work; 12 years’ experience in the 
jewelry industry; can furnish the best 
of reference. Address “C., 581,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, jeweler, engraver, ex- 
perienced on split seconds, escapement 
adjusting; can manage repair depart- 
ment; first class reference. Address “E., 
647,” care Jewelers’ Circular-Keystone. 





DIAMOND SETTER, engraver, jeweler, 
salesman, qualified for registered jewel- 
er, junior gemologist title, lectures, 
store publicity. Fudge, St. James Hotel, 
Decatur, Il. 





SALESMAN or manager for credit store; 
age 36; best of appearance and refer- 
ence; 17 years’ experience. K. a 
Hoover, 1203 N. Tuxedo, Indianapolis, 
Ind. 





EXPERT R. R. and Swiss watchmaker, 
25 years’ experience; moderate salary 
or commission; prefer benchwork only ; 
good references. Address “B., 710,’ 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge, last 12 
years with diamond importer; previ- 
ously with jewelry jobber, 15 years; 
excellent reference. Andrew Mickolson, 
4066 Ithaca St., Elmhurst, N. Y. 





CREDIT JEWELERS; 14 years sales, 
managerial experience; age 34; eight 
years present position ; finest references. 
Address “G., 696,” care Jewelers’ Cir- 
cular-Keystone. 





ORDER CLERK, intelligent, capable; 
Elliott-Fisher biller, stock, perpetual in- 
ventory, catalog contracts, showroom 
selling, assist buyer. Address “J., 680,” 
care Jewelers’ Circular-Keystone. 





JEWELER on gold cast rings, also re- 
pairing; desires steady position with 
reliable firm; prefer Southern or West- 
ern States. Address “V., 668,” care 
Jewelers’ Circular-Keystone. 





SALESMAN traveling East and Middle- 
west with following among large users, 
is open for prominent ring line; guar- 
antees results. Address “W., 673,’ care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, full charge of office de- 
tail; 10 years’ experience in jewelry 
industry; excellent references. Address 
a 753,” care Jewelers’ Circular-Key- 
stone. 





COMPETENT watchmaker, with unusual 
sales ability; smart appearance; de- 
sires position with progressive jewelry 
store. Address ‘'M., 659,” care Jewelers’ 
Circular-Keystone. 





BUYER, merchandiser, salesman, person- 
ality and appearance, age 52, desires 
change; better class installment or 
cash. Address ‘“J., 685,” care Jewelers’ 
Circular-Keystone, 





WATCHMAKER, jewelry repairman, 
married, age 25, Bradley trained; 18 
months’ experience on railroad watches; 
prefer Northwest. Write, Gerald Toump. 
722 N. 24th St., Billings, Mont. 





SALESMAN, 38, good collector, large ex- 
perience in every angle of credit jewelry 
business; can trim windows; hard 
worker; best references. Address “K., 
681,” care Jewelers’ Circular-Keystone. 





SALESMAN, wishes steady position in 
credit or cash jewelry store; experi- 
enced and available at once. Address 
Ka 635,” care Jewelers’ Circular-Key- 
stone. 





MATERIAL MAN, A-1, young man; 10 
years’ experienced manager, buyer and 
business promotor; excellent refer- 
ences. Address “E., 565,” care Jewel- 
ers’ Circular-Keystone. 








BOOKKEEPER, full charge; diversified 
experience, credit checking; last posi- 
tion with Fifth Ave. retail jeweler. Ad- 
dress “C., 597,” care Jewelers’ Circu- 
lar-Keystone. 





WOMAN thoroughly experienced in re- 
tail jewelry business; speaks several 
foreign languages; excellent references ; 
prefers position in New York City or 
vicinity. Address ‘“A., 470,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, light jewelry repairing, 
some stone setting; 13 years with last 
retail store; age 36; employed at pres- 
ent; furnish best reference. Address 
“L., 602,” care Jewelry Circular-Key- 
stone. 





SALESMAN or manager of credit jewelry 
store; 18 years’ experience in windows, 
credits, buying, selling, advertising, 
promotions, étc., now employed, desires 
change. Address ‘‘A., 729,”’ care Jewei- 
ers’ Circular-Keystone. 





YOUNG MAN, age 20, would like to work 
nights and Saturdays, without pay to 
learn watchmaking trade; I am in- 
telligent and willing to work hard. S. 
Divorsky, 1051 Home St., Bronx, New 
York. 





YOUNG LADY capable of handling pro- 
duction of finding manufacturer, and 
also complete knowledge of _ office 
routine; minimum salary, $25. Address 
“M., 603,” care Jewelers’ Circular-Key- 
stone. 





ENGRAVER, first class, all around man; 
lettering, monograms and inscriptions; 
25 years’ experience; reference; must 
be steady; state salary you will pay. 
Address “B., 624,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, experienced, honest; 
close timing all grades, sizes; front or 
shop; dependable; middle aged Ameri- 
can; good wages expected; optical ex- 
perience. ‘Eastern,’’ General Delivery, 
Salem, Mass. 





MANUFACTURING jeweler and setter, 
well trained; background; capable de- 
signing to finishing; want permanent 
position with reliable, retail concern; 
best references. Address ‘‘J., 708,” care 
Jewelers’ Circular-Keystone. 





A-1 ALL AROUND engraver ornamental, 
chaser, designer, also some lettering, 
desires permanent position, reliable 
firm; have A-1 reference; within 300 
miles of Chicago. Address E. Nichols, 
1927 N. Albany Ave., Chicago, Ill. 





PTOMETRIST, credit jewelry store ex- 
perience, college graduate, experienced 
salesman and refractionist, employed at 
present; draft deferred; New York 
State. Address “G., 749,’ care Jewel- 
ers’ Circular-Keystone. 





CREDIT STORE salesman; 28, now em- 
ployed, desires change; thoroughly ex- 
perienced in every phase of the jewelry 
business; capable to take full charge. 
Address “B., 689,” care Jewelers’ Cir- 
cular-Keystone. 





ACTIVE and reliable super-salesman, 18 
years’ store experience, pleasing person- 
ality, good references; Jewish-Ameri- 
can; New York or vicinity. Address 
“C., 625,” care Jewelers’ Circular-Key- 
stone. 





JEWELER on gold and platinum repairs, 
designer and estimates; capable of tak- 
ing care of special orders from design- 
ing to finishing; age 52. Address “L., 
684,” care Jewelers’ Circular-Keystone. 





WATCHMAKER with 20 years’ experi- 
ence in watch, clock and jewelry re- 
pairing, desires position to take charge 
of repair department; highly qualified ; 
New England preferred. Address “H., 
683,” care Jewelers’ Circular-Keystone. 





CAPABLE young man, experienced in 
buying, order department and stock; 
desires connection with wholesale watch 
or jewelry concern; excellent refer- 
ences. Address “H., 679,” care Jewelers’ 
Circular-Keystone. 





SALESMAN, 20 years’ experience retail 
jewelry store, past four years credit 
store; understands diamonds, watches 
and jewelry; estimate repairs, trim 
windows. Address “G., 678,” care 
Jewelers’ Circular-Keystone. 
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SITUATIONS WANTED—Continued 


— 


JEWELER, SIX YEARS experience on 
stamped platinum jewelry, partly ex- 
perienced on hand made platinum, gold 
and repairing, wishes position; will go 
anywhere. Address “Jeweler,” 59 W. 
30th St., New York City. 

















WATCHMAKER, clocks, estimating; good 
mechanic; excellent reference; draft 
exempt; married; American; seven 
years’ bench experience; California or 
Pacific Coast. Louis Weisbrod, Ri, Box 
397, New Brunswick, N. J. 





WATCHMAKER, manager, front man, 
desires connection with good firm; high 
class man with best references; salary 
$60; married; age 40; permanent; 
South preferred. Address “K., 657,’ 
care Jewelers’ Circular-Keystone. 





YOUNG LADY, 10 years’ experience in 
all branches of retail jewelry trade; 
buy, sell, do minor repairs; can handle 
all types of clientele, desires permanent 
connection, New York or Brooklyn. 
Address “H., 543,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELER, platinum and gold, quality 
work only; experienced model maker ; 
seeks position with reliable concern; 
willing to travel; A-1 references. Ad- 
dress “A., 744,” care Jewelers’ Circular- 
Keystone. 


WATCHMAKER, first class, desires posi- 
tion with reliable firm; age 39; mar- 
ried; 20 years’ experience; best refer- 
ences; South or Southwest preferred; 
permanent; state salary. Address “J., 
656,” care Jewelers’ Circular-Keystone. 


BOOKKEEPER, STENOGRAPHER. 
young woman, thoroughly competent 
take full charge, credits, collections, 
correspondence; 10 years’ experience 
jewelry trade. Address “B., 207,” care 
Jewelers’ Circular-Keystone. 











REPAIR CLERK and salesman, now em- 
ployed as combination clerk and re- 
pairman, wishes charge of repair de- 
partment, help with sales, but no actual 
bench work; for details, Address “F., 
650,” care Jewelers’ Circular-Keystone. 





ENGRAVER, highly skilled fast work- 
man desires position in high class 
store; 20 years’ experience on fine 
monograms and inscription work ; East- 
ern section; A-1 reference. Address 
“Eastern, 519,” care Jewelers’ Circu- 
lar-Keystone. 





COMPETENT watchmaker desires posi- 
tion with reputable store; 15 years’ ex- 
perience as manager repair depart- 
ment; excellent references; possibility 
of junior partnership desirable; south 
preferred. Address “C., 687,” care 
Jewelers’ Circular-Keystone. 


WATCHMAKER, 15 years’ experience 
with better stores, desires permanent 
position as manager repair department: 
excellent references as to character and 

workmanship; South preferred. Address 

i. , 637,” care Jewelers’ Circular-Key- 

stone. 


ENGRAVER, qualified to meet require- 
ments, of high calibre organization, 
execute with dispatch all various 
branches, quality workmanship, execu- 
tive ability; years of road experience. 
Address “C., 730,” care Jewelers’ Cir- 
cular-Keystone. 


EXPERIENCED jewelry and silverware 
engraver desires a permanent position 
with reliable firm: references and sam- 
ples furnished upon request; married; 
44 years of age; Protestant. Address 
bse 644,” care Jewelers’ Circular-Key- 
stone. 














MANAGER. salesman, 20 years. with 
leading Fifth Ave. jeweler, capable of 
taking entire charge of store; familiar 
with special order work and repairs; 
married; age 44; excellent references. 
Address “B., 641,” care Jewelers’ Cir- 
cular-Keystone. 





MANAGER and salesman, proven ability, 
16 years’ experience in the _ credit 
jewelry business; knows merchandis- 
ing, promotions, credits, collections; 
A-1 references. Address “K., 639,” 
care Jewelers’ Circular-Keystone. 





ADVERTISING MANAGER for jewelry 
chain; ambitious, promotional minded ; 
several years’ experience as assistant; 
creative layouts, selling copy; reason- 
able starting salary. Address “E., 627,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, repair department man- 
ager, R. R. watch inspection experi- 
ence, adjusting and close timing; excel- 
lent estimator; first class references. 
Address “F., 715,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG, married man, manager of credit 
jewelry store desires change; knowl- 
edge of credits and collections; capable 
salesman and window trimmer; South 
and Southwest preferred. Address “A., 
622,” care Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, 10 years’ experi- 
ence; close timing, position adjusting, 
jewelry repairing, ring sizing; desires 
steady job; strictly repair work; New 
York City preferred. Address “Y., 621,” 
eare Jewelers’ Circular-Keystone. 





FIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad 
watches; 25 years’ experience; foreign 
and American; recommendations fur- 
nished. Address “N., 520,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN, present covering East; ex- 
perienced in other territories; dac- 
quaintance with retailers, wholesalers ; 
knowledge of most lines sold to jewel- 
ers; excellent record, seeking better 
opportunity; single, 40. Address ‘“‘S., 
611,” care Jewelers’ Circular-Keystone. 





CAPABLE, thoroughly experienced sales- 
man, promotion man; 36; _ sterling 
character, excellent credentials; un- 
usual qualifications for that exacting 
hard to fill job, better type progressive 
retailer for New York City, vicinity. 
Address “R., 610,” care Jewelers’ Cir- 
cular-Keystone. 





MANAGER, credit store, aggressive, pei- 
sonality, A-1 salesman; “capable of 
taking complete charge; sales promo- 
tion, advertising, effective window 
trimming, collections; bondable; pref- 
erably West or Midwest. Address “F., 
584,” care Jewelers’ Circular-Keystone. 





TRANSCRIBING typist, Ediphone, 
Dictaphone; young lady, some experi- 
ence in watch industry, wishes employ- 
ment with watch firm offering instruc- 
tion in theory and practice of watch- 
making; moderate salary. Address “A., 
709,” care Jewelers’ Circular-Keystone. 





WINDOW TRIMMER, advertising, artist, 
designer, credits, office, exceptional 
salesman, front man; good appearance ; 
young; married; draft exempt; Ameri- 
can; now in South; better type Eastern 
store preferred. Address “H., 738,” 
care Jewelers’ Circular-Keystone. 





WATCH BUSINESS, young man, 
married, wide experience importing, 
wholesale, retail; good knowledge 
watch and jewelry repair estimating, 
seeks position with future. Address 
“B., 580,” care Jewelers’ Circular- 
Keystone. 





STORE MANAGER knows every phase 
of retail jewelry business; expert win- 
dow man; well known in the trade, de- 
sires to make change with reliable 
firm; A-1 references; will consider $¢5 
to start. Address “D., 712,” care Jewel- 
ers’ Circular-Keystone. 





CREDIT STORE manager, able executive, 
qualified taking complete charge; vast 
experience, credit collections, sales, ad- 
vertising, promotions, merchandising, 
window display; live producer; now in 
Ohio; go anywhere. Address “S., 665,” 
care Jewelers’ Circular-Keystone. 





FORCEFUL salesman of unusual ability, 
now employed, desires change; thor- 
oughly competent every phase of credit 
business; over 25 years’ sound experi- 
ence; over 10 years with last employer 
as manager and head salesman. Ad- 
dress “D., 626,” care Jewelers’ Circular- 
Keystone. 





YOUNG MAN, capable, conscientious, re- 
sponsible, wishes to change for position 
offering opportunity; experienced han- 
dling repair department of wholesale 
watch firm; also capable handling re- 
lated types of work; further details at 
interview. Address “D., 674,” care 
Jewelers’ Circular-Keystone. 


FINE WATCHMAKER, engraver, clock- 
maker, desires change; in charge of 
large jewelry repair shop at present; 
age 35, married, dependable; best ref- 
erences; 20 years’ experience; only 
high class place considered; state sal- 
ary in first letter. Address “N., 604,” 
care Jewelers’ Circular-Keystone. 








EXPERT repair jeweler ‘and some new 
work; good diamond setter, engraver, 
on all kinds lettering, estimator watch 
repairs, can wait on trade; 27 years’ 
store experience; neat appearance ; ern- 
ployed over nine years at present, want 
to make a change. Address “E., 747,” 
care Jewelers’ Circular-Keystone. 





DIAMOND SETTER, engraver, jeweler 
and salesman, high class, qualified for 
junior gemologist and registered jewel- 
er titles, American Gem Society; can 
arrange lectures and talks on gems 
and jewelry for store publicity; weekly 
salary, $75. Answer care of Mr. Price, 
321 E. Center St., Decatur, Ill. 


STORE MANAGER; accustomed large 
volume installment operation; pe- 
rennial activity guaranteed; now 
employed West Coast; will consider 
attractive proposition anywhere. Ad- 
dress “N., 660,” care of Jewelers’ 
Circular-Keystone. 





CREDIT jewelry salesman, executive cal- 
iber, thoroughly familiar with every 
phase of business, including collections ; 
presently employed, looking for oppor- 
tunity; 10 years with one concern; 
highly recommended; will go out of 
town; 37 years old; married. Address 
“F., 677,” care Jewelers’ Circular- 
Keystone. 





GOOD WATCHMAKER, managerial 
ability and experience; efficient, honest, 
dependable; 49, married, American 
citizen; wants appropriate, permanent 
position about November 1; congenial, 
working conditions essential; excellent 
references. Walter K. Schmidt, care 
American Embassy, Mexico City; after 
October 25, General Delivery, San An- 
tonio, Tex. 


CAPABLE salesman, 29, Christian, thor- 
oughly familiar with all phases in- 
cidental to the retail credit jewelry 
business, merchandising, adjustments, 
window trimming; presently employed 
with large New York credit jewelry 
chain for the past five years, desires 
change; New York or New England. 
Address “H., 750,” care Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER-SALESMAN ; when hir- 
ing a watchmaker consider the ad- 
vantage of one who is also traineé in 
selling and in an accurate knowledge 
of merchandise; a graduate of the 
American Gem _ Society; write for 
names and qualifications of those 
graduates available. American Gem 
Society, 541 South Alexandria, Los 
Angeles, Calif. 


EXPERIENCED and efficient watch- 
maker, estimator and salesman, 
over draft age; front man position; 
available after September 15th; At- 
lantic Seaboard or South preferred; 
salary $50 per week; executive abil- 
ity to take complete charge of re- 
pair department. Address “N, 504,” 
eare of Jewelers’ Circular-Keystone. 


WATCHMAKER, high grade; unusual 
training, school, factory and _ store; 
thoroughly experienced front man, 
estimator, competent manager, sales- 
man, finished mechanic, fast and ac- 
curate; pleasing appearance and per- 
sonality; college education ; Protestant, 
married: last position 13 years; re- 
cently own business; unquestionable 
references; northeast preferred. Ad- 
dress “L., 284,” care Jewelers’ Circu- 
lar-Keystone. 


(Continued on page 168) 
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SITUATIONS WANTED—Continued 
WATCHMAKER, first class, high 


grade man, over 30 years’ experience 
in fine stores; thorough knowledge 
of complicated watches, baguettes 
and fine time pieces; desires con- 
nection with fine store where such 
work is handled; married, age 52; 
salary, $60. Address “G., 573,” 
eare of Jewelers’ Circular-Keystone. 











WOULD LIKE to locate in Florida this 
Fall; 15 years’ successful operation of 
stores for self; last five years manager 
of store on West Coast; first class 
watchmaker, fair engraver; thoroughly 
versed in all angles of jewelry business, 
buying, selling, displaying, both cash 
and better class of credit; good per- 
sonality with ability to build both sales 
and repairs; age 48; married; sober, 
gentile; good appearance; best of ref- 
erences. Address “F.C., 618,” care 
Jewelers’ Circular-Keystone. 





ENGRAVER, watchmaker, estimator, 
many years’ experience; tactful, can 
sell, repairs; high grade craftsman, 
turn out repair jobs and engraving of 
a quality which tends to induce in- 
creased sales of merchandise; wish to 
change to the climate of the Northwest 
such as Colorado, Wyoming or Utah; 
above draft age; now employed; de- 
sires permanent connection with high 
class concern; am in excellent health. 
Address ‘M., 590,” care Jewelers’ Cir- 
cular-Keystone. 


CERTIFIED gemologist now em- 
ployed, desires change; qualified as 
instructor and expert laboratory 
technician; intensified university 
work in pertinent subjects; expert 
on valuations; retail jewelry ex- 
perience as buyer and department 
head; contacts well established 
among leading jewelers amd sales 
representatives; financial institution 
background and holder of Amer- 
ican Institute Banking certificate, 
prior to jewelry business; six feet, 
one inch tall, 180 pounds, blonde 
type; married; draft exempt 3A; 
correspondence confidential. Ad- 
dress “G., 632,” care of Jewelers’ 
Circular-Keystone. 











Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SALESMAN with established trade, call- 
ing on jewelry stores, New York City, 
Philadelphia, Baltimore, "Washington, 
New England, desires side line; refer- 
ences furnished. Address “E., 4072,” 
care Jewelers’ Circular-Keystone. ~— 


SALESMAN, with car, established trade, 
calling on jewelry stores New England, 
New York State, Pennsylvania, desires 
side line; references furnished. Address 
We 406,” care Jewelers’ Circular-Key- 
stone. 





SALESMAN; presently employed, thor- 
oughly acquainted in lEastern and 
knowledge of other territories; familiar 
with most lines allied to jewelry indus- 
try; substantial record; opportunity 
paramount. Address ‘H., 705,’ care 
Jewelers’ Circular-Keystone. 


SALESMAN with established Chicago 
office desires gold filled and novelty 
jewelry line; interested in manufac- 
turer who can handle volume busi- 
ness, mostly with jobbing trade; 
have good following and can pro- 
duce in Mid-West, Northwest and 
South territory; commission basis 
only; can furnish best of references. 
Address “Circular 1308,” Room 
1415, Heyworth Bldg., Chicago. 











Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SALESMEN wanted for side line of sil- 
ver plated hurricane lamps and book 
ends; all territories open except New 
England. Address “H., 652,” care 
Jewelers’ Circular-Keystone. 


SALESMAN WANTED; we have open- 
ings for two experienced salesmen; to 
sell a general line of gold filled jewelry 
to retail jewelers in the South and 
Southwest. Address “P., 662,” care 
Jewelers’ Circular-Keystone. 


SALESMAN with established following 
better class retail and department 
stores, for line of Hadley watch at- 
tachments and men’s jewelry. Address 
“S., 724,” care Jewelers’ Circular-Key- 
stone. 











SALESMAN wanted to carry a good side 
line of men’s mountings; liberal com- 
mission; give references, experience, 
territory and type of trade covered in 
reply. Address “F., 631,” care Jewelers’ 
Circular-Keystone. 


SALESMAN wanted for the Middlewest 
to sell a manufacturer’s line of ladies’, 
gent’s gold mountings, onyx rings and 
some semi-mounted rings; full refer- 
ence in first letter; strictly confidential. 
Address “K., 699,’ care Jewelers’ Cir- 
cular-Keystone. 








SALESMAN wanted to carry side line of 
fine leather watch straps; commission 
basis; Pennsylvania, West Virginia, 
New Jersey, Maryland and Kentucky; 
state full particulars. references. Ad- 
dress “F., 694,” care Jewelers’ Circular- 
Keystone. 





SALESMAN wanted to represent an es- 
tablished manufacturer to carry a line 
of gold mountings and wedding ring 
blanks covering the East and South 
calling on jobbing trade and large re- 
tail users: good proposition. Address 
“E., 676,” care Jewelers’ Circular- 
Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED, jeweler who can do repair 
and special order work. Address “F., 
748,” care Jewelers’ Circular-Keystone. 





SALESMAN, with established New York 
office, desires gold filled and novelty 
jewelry line for jobbers in the East; 
can produce volume; commission basis 
only; best references. Address “E., 
713,” care Jewelers’ Circular-Keystone. 


SALESMAN, large established territory, 
calling on the higher class retail jewel- 
ry stores, wishes to secure a side line 
of fine watches, steel, gold filled, solid 
gold and diamond; will furnish all 
necessary references. Address “C., 711,” 
care Jewelers’ Circular-Keystone. 





SALESMAN with retail store following 
for fine leather watch straps. Address 
“G., 479,” care Jewelers’ Circular- 
Keystone. 








WATCHMAKER, first class; permanent 
position, good salary; pleasant sur- 
roundings ; high class store. H. E. Hart 
Johnson City, Tenn. 


WANTED good watchmaker, able to size 
rings; steady job; must be able to 
take in work. Vermillion Jewel Shoppe, 
Anderson, Ind. 











WANTED, EXPERIENCED retail jewelry 
salesman; good pay and excellent fu- 
ture to satisfactory man. C. A. Schnack 
Jewelry Cu., Alexandria, La. 





SALESMAN retail credit jewelry store; 
experienced, progressive; good oppor- 
tunity. Morris Steigler, Inc., 236 Mar- 
ket St., Newark, N. J. 





WATCHMAKER, capable of repairing 
all makes and_ sizes; good salary; 
steady. United Mfg. Jewelers, Denver, 
Colo. 





WANTED, A-1 watchmaker, work on 
Swiss, American and railroad watches; 
also light engraving. George H. 
Fraver, Rome, N. Y 





SALESMAN wanted by  Castelberg’s 
Jewelry Corp., Park at Lexington, 
Baltimore, Md.; state age, background, 
experience, salary wanted, etc. 





WATCHMAKER, must be capable, con- 
scientious; permanent position; send 
references and photo. S. B. Mace, 
Reidsville, N. C. 





SECOND WATCHMAKER, two or three 
years at bench; permanent; exempt 
from service; working conditions the 
best. Address ‘“O., 661,’ care Jewelers’ 
Circular-Keystone. 





ALL AROUND jewelry repairman, dia- 
mond setter and clock man; city 65,000, 
South Michigan; state salary and ref- 
erence. Fred N. Pauli, Pontiac, Mich. 





WATCHMAKER, permanent position, to 
work on fine Swiss watches; write stat- 
ing age and _ qualifications. James 
Schulz, 15 W. 47th St., New York. 


DETROIT needs more jewelry’ shop 
workers. Address, Michigan Mfg. Jewel- 
ers Association, 35 Grand River Ave. 
W., Detroit, Mich. 


WATCHMAKER, middle age man, to 
make himself useful in a jewelry store. 
A. M. Klausner, 431 Knickerbocker 
Ave., Brooklyn, N. Y 











WANTED, good all around jeweler and 
setter combined, for retail store; write 
full qualifications. J. Jessop & Sons, 
1041 Fifth Ave., San Diego, Calif. 





WANTED, second watchmaker ; first class 
store; permanent position in Indiana 
city; state salary, age and qualifica- 
tions. Write, Chas. Kofmehl, Herz 
Store, Terre Haute, Ind. 


WANTED, WATCHMAKER with school 
training benchwork only, in Florida; 
write salary expected, age and photo 
first letter. Address “E., 757,’ care 
Jewelers’ Circular-Keystone. 


SALESMAN, advertised Swiss watch line, 
to cover Mountain States including 
Arizona, New Mexico, Nebraska and 
Kansas. Address “O., 721,” care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER; (ffirst class watch- 
maker; permanent position; pay $40 
per week; state age and qualifications. 
Address “L., 4322,” care Jewelers’ Cir- 
cular-Keystone. 


SALES CONDUCTOR to conduct jewel- 
ry sales; state qualifications and_ref- 
erences in first letter. National Sales 
Service, 550 Boatman’s Bank Bldg., St. 
Louis, Mo. 


WATCHMAKER for regular run of 
watch work; excellent working condi- 
tions; give age, references and salary 
expected. H. Garman & Son, Coates- 
ville, Pa. 


WATCHMAKER and light jewelry re- 
pairer desired for a new store to be 
opened in August; permanent position ; 
state age, salary and experience. May 
Co., 2 Main St., Hempstead, L. I., N. Y. 


YOUNG LADY, thoroughly experienced 
pearl and bead stringer; plain. and 
knotted; state age, salary, experience. 
Address “Y., 669,” care Jewelers’ Cir- 
cular-Keystone. 


STEADY EMPLOYMENT for first class 
watchmaker and estimator; must be 
capable of giving estimates on repair 
work, taking in work at counter, etc. 
Rost Jewelry Co., Indianapolis, Ind. 
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HELP WANTED—Continued 


WANTED, EXPERIENCED and skillful 
jeweler ; good pay and permanent posi- 
tion to competent man; full details in 
first letter. C. A. Schnack Jewelry Co., 
Alexandria, La. 











WANTED, IXPERIENCED - salesman 
with window trimming experience; 
good opportunity for young man or 
lady, Florida. Address “G., 758,” care 
Jewelers’ Circular-Keystone. 


WANTED, IMMEDIATELY, combination 
watchmaker, jeweler and engraver; ref- 
erences ; state salary in first letter; per- 
manent position. Hill’s Jewel Box, Au- 
gusta, Ga. 





WANTED, first class watchmaker, capa- 
ble of handling high grade work; per- 
manent position; must be fast and ac- 
curate; references required. Write or 
communicate, Thomas B. Gray, 294 N. 
Main St., Providence, R. I. Dexter 0931. 


WATCHMAKER, must be A-1 man capa- 
ble of taking complete charge of repair 
department; steady, good salary, plea- 
sant working conditions; northern Il- 
linois; write immediately. Address “D., 
254,” care Jewelers’ Circular-Keystone. 





MANUFACTURER of a better line of 
ladies’ diamond mounted gold rings, 
wedding rings and also mountings; 
wants representative with a good fol- 
lowing. Address “E., 736,” care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKERS; experienced on ali 
types watches and clocks; steady ¢m- 
ployment; to work in Massachusetts 
and Connecticut; give complete details 
and salary expected. Address “A., 
686,” care Jewelers’ Circular-Keystone. 








WANTED, jewelers for repairing and 
special order work in a trade shop; 
state references and salary; permanent 
position. Chas. F. Damm, Ine., 703 
Main St., Buffalo, N. Y. 





SALESMAN to represent popular line of 
sterling silver hand painted enameled 
jewelry, in Chicago, Milwaukee and 
vicinity. P. O. Box 74, Melrose High- 
lands, Mass. 





LAPIDARY experienced on agate cutting 
and polishing; good salary, steady em- 
ployment; write particulars of experi- 
ence. Address “H., 634,” care Jewelry 
Circular-Keystone. 


CREDIT STORE manager and salesman 
with promotion ideas preferred for old 
established store; advancement as- 
sured to right man; no floaters. Conlyn 
Jewelry Store, Carlisle, Pa. 








WANTED, a good second watchmaker ; 
will be steady job and pay $30 or $35 
a week for right man; prefer school 
man. Address “J., 575,” care Jewelers’ 
Circular-Keystone. 


WANTED AT ONCE, experienced sales- 
man for. credit jewelry store; good 
salary with opportunity for mana®er- 
ship. Write, Edward’s Jewelers, 210 S. 
Fifth St., Springfield, Il. 


WATCHMAKER and engraver wanted, 
combination man, at once; permanent; 
good salary, pleasant surroundings; 
give qualifications, references, age, first 
letter. Jay N. Cranford, Moultrie, Ga. 











WANTED, first class letter and mono- 
gram engraver; must be good; give all 
particulars first letter, samples. J. 
Jessop & Sons, 1041 Fifth Ave., San 
Diego, Calif. 





WATCHMAKER wanted, experienced 
workman with neat appearance for 
front end work; permanent position; 
state age. salary and_ experience. 
Desbouillons Jewelers, Savannah, Ga. 





WANTED, good, all around letter en- 
graver, for sterling hollow and flat- 
ware; steady year round job. Henry 
Kohn & Sons, Inc., 890 Main St., Hart- 
ford, Conn. 


JEWELER, diamond setter, for trade 
shop, permanent for expert man: sal- 
ary $50; give particulars, age in first 
letter. 607 First National Bank Bldg., 
Springfield, Ohio. 


A REAL LIVE creative salesman, know- 
ing diamonds, watches and general 
lines ; must give bond and stand full- 
est investigation. Cravens Diamond 
Shop, 105 E. 11th St., Kansas City; Mo. 


WANTED, watchmaker on permanent 
basis ;_ excellent chance for advance- 
ment in our organization for the right 
man; give full details in first letter. 
Friedman’s Jewelers, Savannah, Ga. 


WANTED, watchmaker for the front of 
retail store; references required; state 
salary wanted and experience and age. 
James Allan & Co., 285 King St., 
Charleston, S. C. 


OPTICIAN OF GOOD ADDRESS and 
appearance, with some experience at 
bench work and adjusting, for dispens- 
ing store in Rochester, New York; good 
opportunity ; confidential. Address “H., 
762,” care Jewelers’ Circular-Keystone. 


WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care Jewelers’ Cir- 
cular-Keystone. 




















WANTED, first class watchmaker ; prefer 
certified man; high class clientele; per- 
manent position; good working condi- 
tions; references required; New Eng- 
land. Address “T., 667,” care Jewelers’ 
Circular-Keystone. 








MATERIAL MAN wanted for the Pacific 
Northwest region; state years of ex- 
perience, age, salary expected, refer- 
ences and complete details; send pic- 
ture if possible. Write to “D., 645,” 
care Jewelers’ Circllar-Keystone. 


WANTED, engraver and diamond 
setter for high class jewelry store; 
permanent; good salary; references 


required. Address “Vacancy, 613,” 
care of Jewelers’ Circular-Keystone. 








WANTED, an experienced jeweler who is 
an all around mechanic, one possessing 
initiative ability; for such a man a 
very fine chance for advancement. Ad- 
dress “O., 608,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER wanted; steady position 
for an experienced first class watch- 
maker with experience to wait on 
trade; $35; easy commuting distance, 
20 miles from New York City. Address 
“E., 649,” care Jewelers’ Circular- 
Keystone. 


WATCHMAKER thoroughly experi- 
enced, dependable, and capable of 
doing first class work; reply air 
mail and send references in first 
letter. Klein & Son, Montgomery. 
Ala. 


MANUFACTURER of a better line of 
platinum and gold mountings and 
niounted; also other diversified and 
saleable items; wants representative ; 
must have following; good opportunity. 
Address “G., 737,” care Jewelers’ Cir- 
cular-Keystone. 


FIRST CLASS watchmaker for front 
position ; must be able to do best qual- 
ity work; engraving desirable but not 
essential ; permanent position in city cf 
25,000 in South; send full particulars 
in first letter. Address “E., 691,” care 
Jewelers’ Circular-Keystone. 


SALESMAN, at least 10 years’ experi- 
ence; attractive window dresser; 
estimate repairs; steady job, New 
York City. Herberts Jewelers, 1458 
East Ave., Parkchester, Bronx, New 


York. 




















WANTED watchmaker capable of doing 
plain lettering and light jewelry work, 
to handle repair department in one of 
our stores; write giving full particu- 
_— Friedman’s Jewelers, Savannah, 
wa. 


WATCHMAKER, light jewelry repairing, 
and to help wait on trade intelligently ; 
steady position for right man: state 
salary expected and reference in first 
letter. Norris Jewelry Store, Frede- 
ricksburg, Va. 








WANTED, experienced designer in fine 
platinum and diamond jewelry, for es- 
tablished retail shop; write stating 
background and salary wanted. Ad- 
dress “H., 589,’”’ care Jewelers’ Circu- 
lar-Keystone. 


JEWELER WANTED on special order 
work who is able to do his own set- 
ting; good place to work; give in- 
formation in detail and state salary 
expected. Address “V., 596,” care 
Jewelers’ Circular-Keystone. 








ENGRAVER, prefer one who can do some 
jewelry repairs, stone setting and as- 
sist watchmaker; Georgia town of 20,- 
000; pleasant working conditions; send 
references and full particulars. Wynnes’, 
114 N. Hill St., Griffin, Ga. 


WATCHMAKER wanted who is compe- 
tent on railroad and Swiss watches; 
clean and thorough in work; light en- 
graver preferred; position permanent. 
Andersen Jewelers, 355 Second St., 
Macon, Ga. 


WATCHMAKER, capable of repairing 
fine Swiss and American watches 
wanted by leading Philadelphia retail 
jewelry house; permanent position for 
right man; state experience, qualifica- 
tions and salary desired. Address “D., 
598,” care Jewelers’ Circular-Keystone. 


SALESMEN WANTED; we have open- 
ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open; commission with draw- 
ing account; experienced men need 
only apply. Address “B., 2922,” care 
Jewelers’ Circular-Keystone. 


JEWELER WANTED in South East; 
will pay $45 to $50 per week, plus 
overtime; must be good repairer and 
diamond setter; do some new work; 
all year round job; only best need 
apply. Address “F., 572,” care Jewel- 
ers’ Circular-Keystone. 

















YOUNG MAN over 30; wholesale jewel- 
ers require man with general knowledge 
of gold and filled jewelry; experienced 
examining merchandise, filling orders; 
state age, salary, education, experi- 
ence. Address “C., 672,” care Jewelers’ 
Circular-Keystone. 


DIAMOND SETTERS with factory 
experience on gold stone-set rings; 
state age, last employment and 
wages expected. Bardach & Gran, 
448 N. Capitol, Indianapolis, Ind. 


A-1 WATCHMAKER, preferably certified 
man; must be good_on railroad and 
small watches; give’ full particulars ; 
unless fully qualified do not answer; 
location Kentucky, city of 30,000. Ad- 
dress “G., 588,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER wanted; must be compe- 
tent on railroad and Swiss watches; 
clean and thorough in work; light en- 
graver preferred; state age, full de- 
tails, including salary; send references. 
Geo. W. Keyworth, 206 E. Pine St., 
Lakeland, Fla. 


YOUNG MAN, over 30, experienced han- 
dling repairs and adjustments in watch 
and jewelry service department; must 
be capable answering correspondence ; 
state age, education, salary, experience 
in detail. Address “B., 671,” care 
Jewelers’ Circular-Keystone. 














YOUNG LADY, experienced handling re- 
pairs and adjustments in watch and 
jewelry service department; must be 
capable answering correspondence ; 
state age, education, salary, experience 
in detail. Address “A., 670,” care 
Jewelers’ Circular-Keystone. 








WANTED, a watchmaker capable of re- 
pairing and rating R. R. watches in 
factory like manner, for a front end 
position, in North Carolina ; excellent 
working conditions and steady work. 
Address “T., 725,” care Jewelers’ Cir- 
‘ cular-Keystone. 


EXPERIENCED watchmaker who can 
do good work, neat in appearance, cap- 
able of waiting on trade, -estimating re- 
pairs and take charge of repair de- 
partment; position permanent, in a 
New Jersey residential community. Ad- 
dress “R., 723,” care Jewelers’ Circu- 
lar-Keystone. 








(Continued on page 170) 
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HELP WANTED—Continued 











STONE SETTER, capable of setting 
all types of stones, mostly dia- 
monds, large Southern trade shop; 
give references, experience, salary ; 
40 hour week; no lay off. Address 
“K., 719,” care of Jewelers’ Circu- 
lar-Keystone. 





WANTED, experienced combination 
watchmaker, engraver and_ jeweler, 
permanent position; pleasant surround- 
ings; state reference and expected 
wages, age, experience and _. photo. 
= T. Fox Jewelry Co., Daytona Beach, 

a. 


WATCHMAKER; must be first class 
watchmaker, also capable to assist 
with the trade; good salary, steady 
position, pleasant working conditions; 
must be sober and neat in appearance; 
reference required. Write, J. A. Parian, 
258 Dayton Ave., Clifton, N. J. 


COMBINATION watchmaker, jeweler, 
engraver and stone setter; permanent 
position, excellent working conditions; 
leading store in town of 25,000; salary 
$50 per week; give references, experi- 
ence in answer. Dothan Jewelry Co., 
Dothan, Ala. 


JEWELER WANTED; steady employ- 
ment; must be experienced in special 
order work and jewelry repairing for 
the trade; setting not required; state 
age, salary expected, references. M. J. 
Nierenburg, Inc., 42 Bank St., Water- 
bury, Conn. . 














ENGRAVER, or combination engraver 
and setter, large Southern trade 
shop; give references, experience, 
salary; 40 hour week; no lay off. 
Address “N,, 720,” care of Jewelers’ 
Circular-Keystone. 





WANTED, assistant manager; capable 
credit jewelry promotions, window trim- 
mer, handle advertising, etc.; must be 
between 25 and 325; send photo and 
state salary desired to start; must be 
good salesman. Address “A., 562,” 
care Jewelers’ Circular-Keystone. 


JEWELER, expert, able to handle any 
kind of repair work large Southern 
trade shop; give references, expe- 
rience, salary; 40 hour week; no 
lay off. Address “H., 718,” care 
of Jewelers’ Circular-Keystone. 


JEWELER WANTED: one who can do 
jewelry repairing of all kinds, also 
some setting; Middle West; excellent 
working conditions; permanent for 
right person; give age, whether 
married or single, and starting salary. 
Address “E., 570,” care Jewelers’ Cir- 
cular-Keystone. 











MANUFACTURER has an opening for a 
man who understands special order 
work; fine place to work; one dollar 
per hour; give information in detail, 
namely, experience, married or single 
and where employed in the past. Ad- 
dress “M., 607,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER and engraver, first 
class mechanic of years’ experience; 
permanent position in store estab- 
lished nearly 50 years; only those 
trained to do first class work need 
~ nl W. F. Sellers Co., Altoona, 

a. 


BUSCH & SONS offer a splendid oppor- 
tunity to a high grade salesman with 
initiative and ability to absorb advice 
and determination to make good; re- 
munerative advancement is assured the 
right man; this is an old established 
firm with a progressive and active pro- 
gram; write for an interview stating 
experience, qualifications, etc. 875 
Broad S8t., Newark, N. J 


WANTED, first class watchmaker and 
engraver; permanent position for 
the right man in one of Ohio’s fin- 
est stores; $50 per week; state age, 
experience and complete details, 
references, etc. Henn & Henn, Chil- 


licothe, Ohio. 














WANTED, salesman for a jewelry manu- 
facturer of wedding rings, mountings, 
mounted up diamond engagement rings, 
stone rings, etc.; no objection to a 
non-conflicting side line; _ territory, 
North and South Carolina, Virginia, 
Kentucky, Tennessee, Georgia, Alabama 
and Florida; no drawing account. Ad- 
dress “L., 609,” care Jewelers’ Circular- 
Keystone. 


WANTED, competent and efficient watch- 
maker, with ability to manage store 
in future; must have a good appear- 
ance and be able to meet customers ; 
fine manners and sobriety a prerequi- 
site; good future for the right man; if 
you have no executive qualities do not 
apply; give particulars and references 
in first letter. Jack Labes, Lodi, Calif. 

WANTED, school trained watchmaker, 
also combination man, watchmaker, 
jewelry repairer and engraver; good 
jobs for right men; must be sober; 
pleasant working conditions; give 
reference, ability and salary ex- 
pected. Best Jewelry Co., Green- 
ville, N. C. 


WATCHMAKER and engraver doing 
first class work, willing to take 
charge of repair department; per- 
manent position under ideal work- 
ing conditions; state age, experi- 
ence and salary in first letter; posi- 
tion open immediately. Cochran’s, 

__ Anderson, S. C. 7 

JEWELRY and optical firms want two 
alert, sober, dependable men, to quick- 
ly train for store managers, preferable 
with some jewelry, optical or install- 
ment experience; neat, aggressive, 
clean, keen, alert men of good past 
record need only apply; moderate 
salary, liberal monthly bonus; give de- 
tails in answering, past employment 
and earnings at each place, etc.; im- 
mediate opening. Apply P. O. Box 3, 
Birmingham, Ala. 

SALESMAN WANTED for entire 
Southern retail trade by established 
manufacturer of fine gold filled 
and sterling jewelry; must be thor- 
oughly familiar with territory and 
have following; non - conflicting 
side line no objection; sample line 
ready; references. Address “P., 
764,” care Jewelers’ Circular-Key- 
stone. 


DIAMOND SETTER, engraver, 
jeweler; permanent position for ex- 
pert combination man, in first class 
Northeastern Ohio trade shop; 
working 48 hours week; time and 
half over 40 hours; give full par- 
ticulars in lengthy detail first let- 
ter. Address “L., 648,” care of 
Jewelers’ Circular-Keystone. 


SALESMAN with jewelry and depart- 
ment store following; attractive per- 
sonality and good sales ability; trav- 
eling by auto, for quality line cos- 
tume and Turquoise Indian jewelry, 
covering all of the South and South- 
eastern States; state age, experi- 
ence and history. Address “Circular 
1309,” Room 1415, Hayworth 
Bldg., Chicago. 


WANTED, experienced watchmaker; 
must be aggressive; neat appearing 
and have a pleasant personality; 
salary to start $50 per week; steady 
position and opportunity for ad- 
vancement; send photograph and 
complete information with first 
letter. Address “D., 582,” care 
Jewelers’ Circular-Keystone. 





























LEARN watchmaking, engraving, 
jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in _ today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, III. 





INSTALMENT jewelry store manager; 
we have several openings but are 
not interested in men who think 
they can do the job; we want men 
who know they can produce and 
with a record of past accomplish- 
ments; unemployed persons need 
not apply; these positions are for 
men who want to increase their 
earnings; Eastern Central States lo- 
cation. Address “W., 615,” care of 
Jewelers’ Circular-Keystone. 





AVIATION needs watchmakers to qual- 
ify as aircraft instrument technicians; 
hundreds of good paying permanent 
Civil Service positions going begging— 
in instrument departments of Army 
and Navy aircraft maintenance bases; 
our six months’ training allowed as 
complete substitution for two years’ ac- 
tual experience required; busy expand- 
ing airlines, aircraft plants, and _ in- 
strument manufacturers also calling 
for more technicians than we can sup- 
ply; for details on this profitable life- 
time profession, write American School 
of Aircraft Instruments, Dept. J-9, 3903 
San Fernando Road, Glendale, Calif. 





WATCH SALESMEN, experienced, to 
represent a well known popular 
priced Swiss watch line, including 
diamond watches and diamond 
rings; several territories open, in- 
cluding Texas, Louisiana, Arkansas, 
Mississippi, Tennessee, Kentucky, 
California and surroundings; very 
attractive commission; no objection 
to non-conflicting side lines; all re- 
plies strictly confidential. Address 
“G., 717,” care of Jewelers’ Circu- 
lar-Keystone. 








for Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





JEWELRY STORE in Ocala, Fla.; death 
of owner; price cut to $1,000 cash be- 
cause estate must be settled immedi- 
ately. Dr. F. E. Weihe, Leesburg, Fla. 





SMALL jewelry store; small stock, large 
repair business; county seat 12,000; es- 
tablished eight years: $500 cash. 
Stevenson Jewelers, 105 N. 3rd St., 
Coshocton, Ohio. 





EXCELLENT opportunity; well estab- 
lished up to date, modern jewelry store 
with good repair business, located in 
Queens, L. I., New York. Address “G., 
704,” care Jeweiers’ Circular-Keystone. 





SMALL jewelry store in downtowp Brook- 
lyn, N. Y.; established five years; good 
watch repairs; owner has other inter- 
est; small stock. Address “J., 614,” 
care Jewelers’ Circular-Keystone. 





JEWELRY STORE for sale, established 
35 years; good opportunity for watch- 
maker; upper East Side New York 
City; sacrifice, due to illness. Address 
“B., 583,” care Jewelers’ Circular-Key- 
stone. 
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FOR SALE—Continued 


JEWELRY STORE; West Bronx, busy 
section ; exceptionally good repair busi- 
ness; low rent; excellent opportunity 
for practical watchmaker ; for sale with 
or without stock. Suite 763, 60 E. 42nd 
St., New York City. 

OB: eee 

CENTRAL NEW YORK state jewelry 
store, best location in small industrial 
city, with or without stock ; good chance 
to step into going business before holi- 
days. Address “D., 690,” care Jewelers’ 
Circular-Keystone. 











JEWELRY STORE, long established in 
heart of the Bronx, corner; big watch 
repair; low overhead; with or without 
stock; great opportunity; sacrifice. Ad- 
dress “D., 745,’ care Jewelers’ Circu- 
lar-Keystone. 





FINEST main street location in Houston, 
Tex., right between city’s largest 
jewelers, Leon Gordon’s and Shaws’; 
10% foot frontage; very reasonable 
rent; present lease, two and half years 
before expiration. Write, David Jones, 
1620 Calumet, Houston, Tex. 





A FINE substantial incorporated jewelry 
business established 35 years as high 
grade cash store, splendid reputation; 
very large government arms and bomb- 
ing plants in operation here; will sell 
account of age of owners. Address “F., 
701,” care Jewelers’ Circular-Keystone. 





JEWELRY STORE, established eight 
years, upper Broadway, New York 
City; sell with or without stock; ex- 
cellent opportunity for watchmaker; 
jewelry and watch repairs, also new 
orders; good reputation; $500 cash re- 
quired for store without stock. Address 
“R., 522,” care Jewelers’ Circular-Key- 
stone. 





STORE of highest local reputation placed 
on market by sudden death of owner; 
opportunity for man skilled in repairs 
and optometry and whose personality 
would fit into a typical New England 
village, a Summer resort in the Berk- 
shires; good stock of popular jewelry 
numbers and line of high class watches 
and rings. Address by letter only. F. 
P. Jacot, Stockbridge, Mass. 








For Hale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








JOBBING STONES, semi and semi-preci- 
ous (setter retiring). Address “A.,, 
640,” care Jewelers’ Circular-Keystone. 


ART JEWELERS price cards, artistic, 
original and attractive; made of the 
finest stock and material; will out- 
last any other cards for freshness 
and appearance; Dauer Printing 
Company, America’s foremost price 
card manufacturers, manufacturing 
stationers, printers; complete credit 
forms; ring holders, card racks and 
easels, 31 E. 22nd St., New York 
City. Write for samples now. 








Business @pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





GORDON BROS. cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 116. 





WM. N. JOHNSTON, nationally known 
jewelry auctioneer; I guarantee to sell 
your entire stock at a profit: all in- 
quiries confidential, and no obligation. 
253 Orchard St., Sharon, Pa. 





DIRECT IMPORTER of precious stones 
desires highly recommended firm, or in- 
dividual, to handle his stock in Chi- 
cago, on commission basis; excellent 
opportunity. Address “D., 755,” care 
Jewelers’ Circular-Keystone. 





DIAMONDS, colored stones, watches, jew- 
elry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 





FORMER manufacturer, good _ credit, 
limited capital, wishes to purchase or 
partnership, in going, silver or gold 
manufacturing or wholesale business; 
New Jersey or New York. Address “F., 
567,” care Jewelers’ Circular-Keystone. 


Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED, three coupe soups—6%” and 
one A. D. saucer in Providence pattern 
No. 16152, of Ahrenfeldt French China. 
Sosland’s, Longview, Texas. 





A PRECISION bench lathe in good con- 
dition; advise condition fully with 
price. Address “D., 564,’”’ care Jewel- 
ers’ Circular-Keystone. 





ONE or several watchmaker’s lathes, reed 
not be complete; give complete de- 
scription and price. Address “‘B., 563,” 
care Jewelers’ Circular-Keystone. 





WANTED New Century engraving ma- 
chine in good order; give lowest cash 
price and particulars. Address “B., 
595,” care Jewelers’ Circular-Keystone. 





WANTED, jeweler’s suction polishing 
machine, first class condition only; 
Leiman or Boland preferred, A. C. mo- 
tor. Liberty Jewelry Co., 132 W. Fay- 
ette St., Baltimore, Md. 





WANTED TO BUY antique gold jewelry 
bracelets, lockets, earrings, rings, large 
old amethysts, topaz and garnets; cash 
by return mail. LeBijou, 1396 Sixth 
Ave., New York City, N. Y. 





WANTED, double geared hand rolling 
mill, on pedestal, like Bugalo or Oliver 
No. 4; also metal shear and ring bend- 
er. Address “E., 600,” care Jewelers’ 
Circular-Keystone. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 





JEWELRY STORE, established jewelry 
business; prefer store that can stand 
improvements; suitable for installment 
business; correspondence confidential. 
Address “G., 651,” care Jewelers’ Cir- 
cular-Keystone. 





COLLAR BUTTONS wanted, cuff-links, 
broken jewelry, broken chrome bands, 
findings, stunes, odds and ends, dead 
stock of jewelry, emblems, stickpins, 
ete.; check sent promptly. B. Lowe, 
Box 525, Chicago, Il. 





Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





GUARANTEED rebuilt American watches 
in new cases; send for price list. Stand- 
ard Watch Service, 146 Fifth Ave., New 
York City. 





3000 RING BOXES, plastic; 100 gross 
Hold-on clutches; 300 trays with covers 
to hold one, two, three dozen rings. 
Pollack, 95 Bowery, New York. 





SACRIFICE, five famous maker’s Eng- 
lish box chronometers; will trade for 
antique or trade-in watches, or pay 
highest cash prices. Address “A., 743,” 
care Jewelers’ Circular-Keystone. 





THOUSANDS of gross sapphires and 
emeralds, cushion, crescent, diamond, 
triangle shapes, all foil backs; would 
sacrifice entire lot. Rosenfeld Chain 
Co., 11 John St., New York. 








FOR SALE, five wall cases, connected in 
line, totaling 38 feet; one 10 foot show 
case; mahogany finish; also Paulson 
watch cleaning machine. Dr. V. H. 
Mewborn, Tarboro, N. C. 





SET watchmaker’s tools, Mosley lathe, 
Hamilton beach motor; 50 engravers 
and handles; 12 size Elgin and Gruen 
movements; send for price list. J. R. 
— 2540 Harriet, Minneapolis, 
Minn. 








FLOYD I. EDWARDS, personally di- 
rected auction and retail sales for de- 
pendable jewelry stores; those desir- 
ing liquidation or merchandising as- 
sistance address, 17 Palmer St., Go- 
wanda, N. Y. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
New York. Telephone Bowling Green 
9-7151. 


COLMES BROS.; cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade _ references. 18 
Tremont St., Boston, Mass. 








JACK M. WERST pays more for your 
surplus diamonds, jewelry, estates, 
old gold and entire stocks and fix- 
tures; bank and other references 
furnished; a trial will convince you. 
Miami Savings Bldg., Entire 2nd 
floor, Dayton, Ohio. Adams 8246. 








RELIABLE watch repairing for the trade 
since 1921; efficient, dependable; mail 
service. Standard Watch Service, 146 
Fifth Ave., New York City. 





CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 


HIGH GRADE watch and jewelry repair- 
ing; 50 years’ experience ; work guar- 
anteed; lowest prices; insurance pro- 
tection: write for prices and recom- 
mendations. Jay Day, Jeweler, Hollis, 

kla. 


HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 


SELECT ACCOUNTS; excellent work- 
manship; chronograph work; refer- 
ences on request; estimates whenever 
desired; large Swiss material stock ; 
prompt mail service. South West Watch 
Laboratory, 1011 N. Campbell St., El 
Paso, Tex. 


(Continued on page 172) 

















FOR SEPTEMBER, 1941 


171 








Special Notices 





(Continued from page 171) 


WATCH WORK FOR THE 'TKADE 




















SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 





JEWELRY, GEM CUTTING 
Co Let. and METALCRAFT 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word by W.T. Baxter 











REASONABLE rental; second floor loft 


at 63 Nassau St., New York City (near . 
Maiden Lane); $25 per month. Tele- Instructor in Art Metal and 


phone Medallion 3-2576. . ° 
Jewelry, Woodrow Wilson High 
PART OF STORE for rent, suitable for 





optical or jewelers’ supplies; reason- . 
able rental. J. Kramer, 181 Canal St., School, Washington, D. C. 
New York. 








DESIRABLE office to rent; one window, 
North light; for watchmaker, diamond 





setter, designer or dealer. 15 W. 47th A book explaining the 
St., Room 1601, New York. 
DESIRABLE space to rent, suitable for tools, materials and meth- 


watchmaker or diamond setter or dia- 
mond dealer. Apply to John J. Stew- 


i age oe mpute available in Chicago 

office for salesman representing dia- ° e 

mond, watch, silverware, or any kin- A reliable guide for ap- 
dred line. Telephone and service if 
desired. 1114-A Heyworth Bldg. 











prentices—a helpful and 
PART or entire office to sublet; reason- 
able rental; neatly furnished ; — f b k f h 
lent for diamond setter, watchmaker 4 1 
or dealer; North light. 68 Nassau St., informative book for the 
Room 1003, New York City. 





journeyman worker. 


- 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 fusely illustrated. 
Additional words, 5 cents a word 


Contains 224 pages—Pro- 








nag? gg IF =. WATCH eee 

since we have repaired watches . + 

and jewelry for the trade; all repairs Price $2.50 Postpaid 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Blidg., St. 
Louis, Mo. 





THE JEWELERS’ 
Miscellaneous. CIRCULAR- KEYSTONE 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 











Chestnut and 5éth Sts. 
LEARN jewelry designing by correspon- 


dence; private lessons could be ar- Philadelphia, Pa. 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St., 





New York City. 
100 East 42nd St. 
LEARN WATCH REPAIRING by doing 
it; thorough training under expert New York N Y 
. . . 


instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 


WATCHMAKERS; increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 




















INSTRUCTOR WANTED, New York or 
immediate vicinity, hand-made jewelry, 
evenings; stone setting, repoussé, fili- 
gree, casting, possibly enameling; one 
interested in developing advanced 
students’ skill. Address “I., 601,” care 
Jewelers’ Circular-Keystone. 
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Keepsake Rings Offer 
Eye-Catching Window Display 


It isn’t the traffic that goes past a 
jewelry store that counts but the num- 
ber of people that stop and come in. 
Good window display material is, there- 
fore, important to the jeweler, and the 
A. H. Pond Co., manufacturers of Keep- 
sake rings, pays especial attention to 
this form of dealer help. 





The display for this fall, pictured 
above, is composed of three units. In 
the center a sculptured bride in lustrous 
pearl finish stands before an illuminated 
window with a stained glass effect. Flash- 
ing lights illuminate the Keepsake dia- 
mond rings in the boxes at the side. 

The two side pieces aid in merchan- 
dising other kinds of goods that the 
jeweler may wish to show. One features 
“Distinctive Gifts” and the other “Fine 
Watches.” 

The complete Keepsake merchandis- 
ing system includes neon signs, traveling 
displays, newspaper mats, dramatized 
radio announcements, movie trailers, a 
colorful direct mail folder, counter mer- 
chandisers, guarantee and registration 
certificate, in short, a complete outfit to 
help jewelers do a well-rounded mer- 
chandising, advertising, selling and dis- 
play job on diamond rings. 

Thirty-nine advertisements—22 of them 
in color—are being run this fall in 16 
leading consumer magazines. The manu- 
facturers estimate that the campaign 
will reach nine out of ten diamond pros- 
pects in every trading area. 





New Booklet for Prospective Brides, 


Practical Gift to Build Good Will 


Bridal books of various kinds and 
sizes have long been recognized through- 
out the jewelry trade as a valuable aid 
to the retailer in his efforts to corral 
wedding business. Here is a new one 
that should make a useful and welcome 
gift to the bride and that involves such 
a modest expense to the jeweler that he 
can ‘tribute them in considerable 
numbers. 

It is a pocket-size booklet of 52 pages 
and cover, nicely illustrated and printed 
but inexpensively bound in paper. Con- 
tents include much helpful advice re- 
garding pre-marriage preparations and 
entertaining. as well as the correct tech- 
nique of both formal and informal wed- 
dings; a notebook and calendar of things 
to do for both bride and groom, and the 
usual wedding records. 

Published by Sallie Newton, author of 
“How to Plan a Beautiful Wedding,” 
the new book, entitled “The Pursuit of 
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Happiness,” sells for from 10 to 20 
cents each, depending on the quantity 
ordered. Price includes imprinting the 
individual jeweler’s name and address 
on the back cover. 

Samples and further information may 
be had by addressing Sallie Newton, 
2817 Wichita St., Houston, Tex. 





Consumer Campaign Starts Sept. 15; 
To Introduce 1847's "Eternally Yours” 


One of the greatest new pattern ad- 
vertising campaigns in its history, says 
1847 Rogers Bros., will be used to in- 
troduce the new “Eternally Yours” pat- 
tern. Both radio and magazine adver- 
tising are to be used, with famous Hol- 
lywood stars being featured in both. 

Four free window displays to enable 
dealers to tie in with the national ad- 
vertising are being offered. One of these 
will be shipped each month, featuring 
the same theme as the advertising of 
that month. 

Dealer newspaper mats will also be 
available to fit into the same plan for 
localized merchandising of the national 
advertising. 

New packaging, too, has been created 
for the new pattern. Named the “All- 
Plastic Buffet Tray,” the new receptacle 
is made of plastic materials throughout 
with a transparent top and is designed 
for display as well as for the home. 

New plastic racking allows pieces to 
nest easily, and knives are easy to re- 


move because the usua] straps in the 


conventional chest have been eliminated. 
For display use in the store, the plastic 
tray allows perfect visibility and at the 
same time protects the silverware from 
dust and tarnish. A handy metal easel 
is provided to support it. 

New “Decorator Chests” are also avail- 
able, styled with contours to harmonize 
with today’s popular 18th Century fur- 
nishings. 





New Mounting Enhances Diamond 


A new setting for diamond rings that 
is said to offer several advantages has 
been placed on the market by the Amer- 
ican Setting Co., 164 Emmet St., New- 
ark, N. J. 


New one-piece 
diamond mounting 
by American 
Setting Co. 





Pictured 


the new mounting, 
which is designed to enhance the appar- 
ent size of the diamond, has an oblong 
base adaptable to wide as well as narrow 
shank rings, and is of one-piece con- 


above, 


struction containing no solder. It is 
available in nine size variations from 
1% to 1 carat, which means that every 
popular selling size can be fitted in a 
standard stock setting. 








New Service Bulletin for Elgin 








To keep watchmakers and jewelers in- 
formed of its latest technical develop- 
ments, the Elgin National Watch Co. is’ 
bringing out a new service bulletin which, 
it is said, will be exceptionally compre- 
hensive and informative. One section 
is devoted to a discussion and explana- 
tion of various Elgin parts, including 
Elgin’s new watch oil. 

Another section gives scientific and 
technical data on the latest Elgin ad- 
vances, such as the patented Elginium 
hairspring and grooved balance staff. 

All current Elgin watch movements 
and parts are fully described and illus- 
trated, all parts being numbered for 
convenience of the watchmaker. A Lan- 
cashire gage chart giving watch sizes in 
terms of fractions of inches, decimal 
inches, lignes and millimeters is included. 

Handsomely bound in a permanent 
binder, this new Elgin service bulletin 
will shortly be available, free of charge, 
on request. Jewelers or watchmakers 
who are interested in secur’ng a copy 
are invited to write to the Elgin Na- 
tional Watch Co., Elgin, Ill. 





Two-Year Free Service for Schick 


Four free inspections, including lubri- 
cation, at the end of six months, one 
year, 18 months and two years, respec- 
tively, after the date of purchase, are 
offered on the new warranty card issued 
with Schick shavers. The guarantee re- 
mains at one year, but this free inspec- 
tion and lubrication offer covers the first 
two years of ownership. The service can 
be obtained at any of the 40 Schick ser- 
vice stations in this country and Canada 
either through the retailer where the 
shaver was purchased or upon presen- 
tation of the service coupons at the ser- 
vice stations. 

The inspection is advocated on the 
grounds that any precision instrument 
operating every day should be checked 
periodically just as an automobile is. 
Schick recommends that retailers keep 
a record of shaver sales and send out 
reminder cards at six-month intervals to 
owners suggesting a check-up. Traffic 
and customer good-will created in this 
way will be worth the slight cost, it is 
estimated. 
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Ostby & Barton Co. Presents 
"Mystery Mirror" Display 

Fresh ideas for drawing customer at- 
tention to O-B ring displays are an im- 
portant element in the merchandising 
program of Ostby & Barton, Co., Provi- 
dence, R. I. Latest in a long succession 
of out of the ordinary displays is the 
“Mystery Mirror” set-up, shown here. 





This unit serves as both a display 
piece and stock fixture, yet takes only 
a small amount of space on the retailer’s 
counter or in his window. Color scheme 
is blue and gold lacquer, with a blue 
plush rack showing six 10-Karat “Per- 
sonal Seal” rings. 

A novel feature is the electrically- 
lighted magic mirror. When the light 
flashes, the mirror’s shiny surface seems 
to dissolve into a picture of a hand seal- 
ing a letter in traditional feshion with 
an O-B ring. A half dozen of the Ostby 
& Barton signets are further illustrated 
in colors in the side panels to the right 
and left of the mirror. 

The “Mystery Mirror” display is of- 
fered to dealers free for a limited period 
on purchase of an assortment of O-B 
“Personal Seal” rings, retailing $10.50 
each and up. Inquiries may be directed 
either to wholesalers or direct to Ostby 
& Barton Co., 118 Richmond St., Provi- 
dence, R. I. 





“Watchmasters" Keep Army, Navy 
Synchronized and Accurate 


Time, which is concededly important 
in the conduct of every-day routine, 
becomes particularly significant in Army 
and Navy operations, where mechanized 
military movements are planned to the 
minute, and mass aerial maneuvers are 
synchronized to the split second. 

The importance of the split-second’s 
value is attested in the demand of both 
Army and Navy for accurate timing, 
where it is essential that timepieces 
which run independently act depend- 
ably in group operations. 

To these ends both U. S. Army and 
Navy are utilizing Watchmaster Watch 
Rate recorders at air bases to maintain 
the accuracy of timepieces. These ma- 
chines, manufactured by American Time 
Products, Inc., of New York, are iden- 
tical to those used by jewelers through- 
out the country for the purpose of locat- 
ing the cause of trouble as well as for 
timing new watches and old ones left 
for repairs. 

Furnishing Watchmasters to Govern- 
ment departments is only a part of the 
defense work now being done by Ameri- 
can Time Products, Ine., which is en- 
gaged in the. manufacture of timing 
instruments for other Government de- 
partments, as well as several branches 
of the Army and Navy. 
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New Waltham Watch Catalog 


A new catalog in full color showing 
the 1942 Waltham Premier models for 
both men and women has just been 
issued by the company. 

All watches are shown in actual color 
and size with descriptions and retail 
prices. More than 100 different models 
are pictured, including many specialties 
such as diamond-set ladies’ watches, a 
traveling clock, and a tiny timepiece in 
a pair of gold cuff links, in addition to 
the standard commercial numbers. 

The Waltham Watch Co. will be glad 
to send a copy on request to any jeweler 
who may not have received one. 





New Catalog for 1941 Line 
Of Hadley Men's Jewelry 


A new 1941 men’s jewelry catalog, 
just released to the trade by the Hadley 
Co., Providence, R. I., shows the com- 
pany’s complete new line for this year. 

The 24-page book shows the merchan- 
dise in natural yellow gold color, and 





The New 
Hadley Catalog 


illustrates more than a hundred com- 
bination gift sets, as well as scores of 
Hadley collar holders, tie clasps, cravat 
chains, cuff links, belt buckles, knives, 
dress sets, key and sport chains. 

The Hadley selection for 1941 is note- 
worthy chiefly in the innovations in its 
design and packaging. Many new prod- 
uct designs are in evidence, several of 
them characterized by the massive 
“sculptured” effects so popular in men’s 
better jewelry. The smaller combination 
sets and some of the individual items 
are packaged in Hadley’s “Top Hat” 
boxes, with smart gold edges. Larger sets 
are furnished in handsome leatherette- 
covered hinged boxes. 

Jewelers who have not received their 
Hadley men’s jewelry catalogs are in- 
vited to write the Hadley Co., Provi- 
dence, R. I., for free copies. 





Bulova Starts Christmas Campaign 


The Bulova Watch Co.’s policy of 
starting its Christmas advertising well 
in advance is being followed again this 
year. 

As in other years, the program in- 
cludes a Christmas folder in five colors, 
including gold, which displays over 150 
items of general jewelry merchandise, in 
addition to a selection of Bulova’s most 
popular models. The folder is so ar- 
ranged that the jeweler’s imprint will 
be visible on every page, and is available 
to retailers at a nominal price. 

Other items in the campaign are a spe- 
cial four-color Christmas postcard, and 
a comprehensive ad mat service, both of 
which are supplied without charge. The 
ad mats include a wide variety of sizes, 
several being for full pages in two colors, 
in both tabloid and regular newspaper 





size. Each of the ads features general 
jewelry merchandise as well as a good 
selection of Bulova watches. 

Still another service, and one that js 
new this year, is now being mailed to 
jewelers. This is a selection of tested 
ads that have been used successfully by 
leading jewelers and that are designed 
to be used as a pre-Christmas campaign. 

The complete service illustrates about 
80 advertisements, some of which fea- 
ture the famous “lay-away” plan. Be- 
cause of conditions now existing in the 
jewelry industry and the country at 
large, the “lay-away” plan should be 
particularly useful and helpful to jewel- 
ers this year. 





Gemex Building New Plant 


Gemex Co., Newark, N. J., well-known 
manufacturers of watch attachments, 
have recently broken ground for their 
new factory at Union, N. J., about five 
miles south of Newark. The new plant 
is expected to be in complete operation 
by the end of this year. 

The building is planned to incorporate 
the best features of modern factory de- 
sign, including all daylight space. The 
floor layout is arranged so as to assure 
greatest efficiency in progressive handling 
of every phase of manufacturing, from 
raw materials to finished product. 


Army and Navy Service Insignia 


To the many retail jewelers who now 
own Kingsley gold stamping machines 
comes the news that Kingsley has cre- 
ated a set of stamping dies for 17 dif- 
ferent kinds of service insignia for 12 
different branches of the Army, Navy, 
Marine Corps and Coast Guard. Com- 
plete sets of the entire series are now 
available from the Kingsley Gold Stamp- 
ing Machine Co. of Hollywood, Calif. 

The proper insignia stamped above the 
owner’s name or initials will make any 
piece of leather goods, pens, pencils, 
cameras, plastic goods and many other 
items much more interesting and per- 
sonalized as a gift to the men in uniform. 





Community Ads in 9 Magazines 


Full-color photographs by Anton 
Bruehl and a new slogan, “If it’s Com- 
munity .. . it’s correct,” will be the key- 
note of Community Plate’s new adver- 
tising, to run in nine national magazines 
this fall and winter, starting with a full 
page in the Sept. 6 issue of Saturday 
Evening Post. 

Romance with a touch of the military, 
picturing a Community girl as the bride 
of a service man, is the theme of every 
photograph. A chest of silverware, as 
well as individual patterns, will be fea- 
tured in every advertisement. Each pic- 
ture present a dramatic situation, point- 
ed up by a one-line caption, as in the 
first advertisement, where an officer of 
the Marines and his bride are chatting 
with one of the bridesmaids. 





Bulova Donates Radio Time 
Signals to Defense 

The Bulova Watch Co., world’s largest 
buyer of radio time signals and an- 
nouncements, has turned over many hun- 
dreds of thousands of dollars worth cf 
radio time on 200 stations from coast 
to coast, during this year, to the Trea- 
sury Department’s defense bond cam- 
paign. 
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DON'T YELL "FIRE!" 


Every so often, these days, you hear some one express 
the opinion that there’s going to be a shortage of jewelry 
goods, and that it would be a good idea to stock up pretty 
substantially. 

For the most part, that’s a mistaken idea, and what's 
more, a pretty dangerous one. With the exception of a 
very few things on which there may be some difficulties, 
supplies of merchandise and manufacturing facilities are 
adequate for all normal requirements, even in a year of 
good volume like the present. 

However, if all retailers and wholesalers—or even a 
substantial part of them—should suddenly decide to buy 
heavily in fear of a future shortage, that very action 
would quickly bring about the very result that they're 
trying to avoid. 

Even the speculative buyers themselves would be 
caught, for no one could hope to steal a march on all 
the others for all his requirements, and the fellow who 
had corralled a lot of watches might find that other 
people had rounded up the silver, and so on. 

Nobody wins at that game, and the only sane policy 
in a situation like the present is not to get panicky—to 
buy normally for current season requirements—and to 
remember that if any particular item should be unavail 
able, there’s always something else that you can buy and 
sell, instead. 

Don’t be the man who yells “Fire!” in a crowded 
theater. 


YOU, TOO, UNCLE SAM 

Representatives of the jewelry industry who have 
appeared before committees of Congress to discuss the 
proposed jewelry tax have all stressed the fact that 
jewelers are patriotic Americans first of all, and will 
cheerfully pay their fair share of whatever tax burden 
may be necessary in the present emergency. 

Beyond question that is true, but it seems to us that 
Congress could do a good deal to promote cheerfulness 
in taxpaying by showing some sincere determination to 
make the total of the burden no heavier than necessary. 

When Secretary of the Treasury Morgenthau asked 
Congress for the new taxes he recommended that Con- 
gress slice at least one billion dollars off non-defense 
exvenditures to lighten the taxpayer's load, and pointed 
ont how this could be done without difficulty. 

And what happened? Congress, so far from economiz- 
ing, actually has appropriated some $80,000,000 more 
than last year for non-military activities. Without argu- 
ing whether things like WPA, CCC, NYA, and the host 


of other alphabetical agencies served a useful purpose 
in recent years, no one can deny that with employment 
booming as it is today, and with more than a million 
young men absorbed by the Army and Navy, that far 
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less expenditure is needed today for measures to tide the 
people through a period of depression, and that tremen- 
dous savings in such activities could easily be made with- 
out hardship. A billion dollars off them would go far 
to lighten the drain upon the taxpayer’s pocket and to 
convince him that his sacrifices are not being wasted. 

The Government is calling upon the people to sacri- 
fice many things—let the Government set the example 
by giving up or at least reducing some of its own un- 
necessary spending. 


YOU BET WE'RE INTERESTED 


A rew pays ago we received from an official of the 
U. S. Army Quartermaster Corps a letter which spoke 
of the magnitude of its operations in buying and distrib- 
uting materials and supplies for the vast new Army that 
is being created, and suggested that we might be inter- 
ested in getting one or more articles on some phase of 
these activities. The letter concluded with an offer to 
supply any information that we might require. 

Here is our reply: 

“Yes, there is one piece of information we would like 
very much to have. How does the Quartermaster Corps 
(or whatever branch of the Army is responsible) jus- 
tify the practice of conducting Government subsidized 
retail stores at Army posts and camps in competition 
with legitimate local retail merchants, who, along with 
others, are called upon to pay the taxes to support the 
Army? 

“No one, of course, can properly object to the Army 
providing facilities where enlisted men may purchase 
such little daily conveniences as soft drinks, cigarettes 
and chewing gum without having to go to town for them, 
but few, if any, of the post exchanges confine their sell- 
ing of merchandise to such items. Most, if not all, of 
them are practically retail department stores dealing in 
such merchandise as clothing, furniture, electrical appli- 
ances, jewelry, and so forth, and in many cases, selling 
to neighboring civilians as well as to Army personnel. 

“This practice on the part of the Army has long been 
a sore spot in the minds of retail merchants in many 
lines, and a statement or article setting forth authorita 
tively the reasons for the Army’s policy in this matter 
would certainly be of very great interest to our readers.” 

We, too, are awaiting with a good deal of interest for 


the answer. 
VA GE 


Editor 
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MORE THAN A NEW PEN.... aed .. . IT’S A NEW IDEA! 
i 








Once in a blue moon something re: along 
that the credit jeweler can “get his teeth into.” Here it 
is... the amazing Parker “51” pen... a single demon- 


'- PEN COMPANY stration sells it. Put your pen and pencil sales in the 
watch priee-unit class . . . “51° sets begin at $17.50! 
JANESVILLE, WIS. 
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AND HERE’S TUDOR PLATE’S 
BIG TRIPLE OFFER ON 


FANTASY* FORTUNE™ ELAINE* 


in Harmony Drawer Chest: 90-piece service for 8 (with 7 FREE pieces) —$39.95 
81-piece service for 12 (with 7 FREE pieces) —$39.95 
in Harmony Chest: 63-piece service for 8 (with 3 FREE serving pieces)——$29.95 
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